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PROGRAM-LENGTH  COMMERCIALS 
Applicability  of  Commission  Policies 
January  29, 1974. 

The  Commission  has  received  a  num¬ 
ber  of  pleadings,  filed  on  behalf  of  vari¬ 
ous  licensees  of  radio  and  television  sta¬ 
tions,  which  in  essence  petition  the  Com¬ 
mission  to  revise  or  to  clarify  its  policies 
pertaining  to  program-length  com¬ 
mercials.* 

The  above-referenced  filings  appear  to 
have  been  generated  by  the  Commission’s 
statements  in  its  Public  Notice,  Pro¬ 
gram-Length  Commercials,  issued  Feb¬ 
ruary  22,  1973.*  In  that  Public  Notice,  the 
Commission  noted  its  serious  concern 
over  broadcasts  of  program-length  com¬ 
mercials  and  referred  to  several  rulings 
concerning  programs  that  Interweave 
“non-commercial”  program  content  so 
closely  with  the  commercial  message  that 
the  entire  program  must  be  considered 
commercial.  The  Commission  further 
noted  the  three  basic  problems  that 
typically  attend  the  broadcast  of  pro¬ 
gram-length  commercials:  (1)  Broadcast 
of  such  programs  may  exhibit  a  pattern 
of  subordinating  programming  in  the 
public  Interest  to  programming  in  the 
interest  of  salability;  (2)  The  program- 


^Tbefie  pleadings  consisted  of  filings  by 
the  National  Association  of  Broadcasters. 
June  1,  1973;  the  Elkins  Educational  Re- 
secuch  Foundation,  AprU  24,  1973;  and  the 
law  firms  of  Cohn  and  Marks,  March  16, 1973, 
and  Haley,  Bader  and  Potts,  March  25,  1973. 
On  August  13,  1973,  the  National  Citizens 
Committee  for  Broadcasting  (NCCB)  filed  a 
memorandum  exposing  revision  of  the  Com¬ 
mission’s  program-length  commercial  pol¬ 
icies,  to  which  Haley  filed  a  statement  which 
essentially  repeated  what  it  had  urged  in  its 
original  petition.  All  parties  agree  that  the 
Commission's  policies  should  be  clarified.  To 
the  extent  that  the  material  in  this  Public 
Notice  provides  the  requested  clarification, 
these  petitions  are  granted,  and  in  all  other 
respects  are  denied. 

“39  PCC  2d  1062,  26  HR  2d  1023.  Issued 
concurrently  with  the  Public  Notice  was  a 
letter  admonishing  Taft  Broadcasting  Com¬ 
pany,  licensee  of  Stations  WDAP-AM  and 
WDAP-TV,  for  broadcasting  program  length 
commercials.  Taft  Broadcasting  Co.,  39  PCC 
2d  1070  (1973).'  Since  then,  the  Commission 
has  had  occasion  to  issue  slmUar  admonish¬ 
ments  to  several  licensees  for  their  broad¬ 
casts  of  “chinchilla”  programs,  which  the 
Commission  found  were  program-length 
commercials.  Weigel  Broadcasting  Co.,  41 
PCC  2d  370  (1973);  Rush  Broadcast¬ 

ing  Corp.,  42  PCC  2d  483,  486  (August  2, 
1973);  United .  Television  Company  of  New 
Hampshire,  42  PCC  2d  632,  636  (1973); 
Turner  Broswicastlng  of  North  Carolina,  42 
PCC  2d  622,  626  (1973);  Midland  Television 
Corporation,  42  PCC  2d  687,  691  (1973); 
WXON-TV,  Inc,  42  PCC  2d  639,  642  (1973); 
Mid  New  York  Broadcasting  Corp.,  42  PCC 
2d  594,  597  (1973);  Channel  Seventeen,  Inc., 
42  PCC  2d  829  (1973) .  These  admonishments, 
with  the  exception  of  Channel  Seventeen, 
Inc.,  were  sent  to  those  licensees  together 
with  Notices  of  Apparent  Liability  for  their 
apparent  failure  to  comply  with  the  Com¬ 
mission's  rules  pertaining  to  proper  logging 
of  commercial  announcements.  See  Commis¬ 
sion’s  rules,  $  73.670(a)  (2)  (11). 


length  commercial  Is  typically  incon¬ 
sistent  with  the  licensee’s  representations 
to  the  Commission  regarding  the  maxi¬ 
mum  amoimt  of  commercial  matter  it 
will  broadcast  in  any  hour;  and  (3) 
Violations  of  the  Commission’s  logging 
Rules  are  usually  evident.* 

Questions  have  been  raised  by  peti¬ 
tioners  concerning  the  meaning  of  the 
Commission’s  statement  that  certain 
programs  may  exhibit  a  pattern  of  sub¬ 
ordinating  the  public  interest  in  pro¬ 
gramming  to  an  interest  in  the  salability 
of  the  sponsor’s  products  or  services.  Ad¬ 
ditionally,  petitioner  National  Citizens 
Committee  for  Broadcasttag  (NCXJB) 
states  that  the  primary  test  in  deter¬ 
mining  that  a  program  falls  within  the 
definition  of  a  program-length  commer¬ 
cial  is  whether  commercial  interests  are 
the  program’s  “dominant  purpose” 
which,  it  says,  is  another  way  of  stating 
that  the  licensee  has  subordinated  pro¬ 
gramming  in  the  interest  of  the  public 
to  programming  in  the  Interest  of  sal¬ 
ability.*  ’The  Commission  does  not  mean 
by  this  expression  to  question  a  licensee’s 
judgnnent  in  selecting  programming 
which  it  believes  will  attract  an  audi¬ 
ence,  even  though  its  motive  in  so  doing 
may,  at  least  in  part,  be  to  sell  advertis¬ 
ing  within  such  programs  and  thereby 
derive  the  revenue  necessary  to  the  op¬ 
eration  of  its  station.  The  fact  that  an 
interested  commercial  entity  sponsors  a 
program  the  content  of  which  is  related 
to  the  sponsor’s  products  or  services  does 
not,  in  and  of  itself,  make  a  program 
entirely  commercial.  'The  situation  which 
causes  the  Commission  concern  is  where 
a  licensee  quite  clearly  broadcasts  pro¬ 
gram  matter  which  is  designed  primarily 
to  promote  the  sale  of  a  sponsor’s  prod¬ 
uct  or  service,  rather  than  to  serve  the 
public  by  either  entertaining  or  inform¬ 
ing  it.  ’The  primary  test  is  whether  the 
purportedly  non-commercial  segment  is 
so  interwoven  with,  and  in  essence  auxil¬ 
iary  to,  the  sponsor’s  advertising  (if  in 
fact  there  is  any  formal  advertising)  *  to 
the  point  that  the  entire  program  con¬ 
stitutes  a  single  commercial  promotion 
for  the  sponsor’s  products  or  services. 
This  test  will  be  construed  strictly  and 
the  determination  that  a  program  Is  en¬ 
tirely  commercial  will  be  reached  only 
when  the  facts  clearly  justify  that  con¬ 
clusion.  The  Commission’s  responsibility 
Is  to  apply  its  policies  to  those  situations 


*In  this  regard,  see  specifically  the  fol¬ 
lowing  sections  of  the  Commission’s  rules: 
§§  73.112(a)  (2) ,  et  seq.  (AM) ;  $  73.282(a)  (2) , 
et  seq.  (PM);  S  73.670(a)  (2),  et  seq.  (TV). 

*  NCCB  also  urges  that  the  Commission 
open  the  proceeding  to  a  formal  Inquiry  If  It 
decides  that  the  program-length  commercial 
policies  warrant  revision.  The  Commission 
believes  that  revision  of  the  basic  program- 
length  commercial  policies  Is  not  warranted 
and  that  a  formal  Inquiry  would  not  be  use¬ 
ful  at  this  time.  The  Commission’s  state¬ 
ments  herein  provide  clarification  of  the 
statements  set  forth  In  the  February  22,  1973, 
Public  Notice  on  program-length  commer¬ 
cials  and  similar  statements  contained  in  Its 
prior  decisions  In  this  area. 

“Some  program-length  commercials  con¬ 
tain  no  separate  or  formal  advertisements  as 
such. 


where  the  facts  make  it  obvious  the  en¬ 
tire  program  should  be  classified  as 
commercial. 

’Hie  petitioners  have  submitted  nu¬ 
merous  actual  or  hypothetical  examples 
of  programs  tsrpically  broadcast  by  li¬ 
censees  and  request  the  Commission’s 
interpretation  of  its  program-length 
commercial  policies  with  respect  to  these 
examples.  Because  of  the  interest  shown 
by  petitioners  and  others  in  obtaining 
clarification,  the  numerous  questions  re¬ 
ceived  by  the  Commission  and  its  staff 
since  the  Public  Notice  was  issued,  and 
because  information  coming  to  the  Com¬ 
mission’s  attention  indicates  that  some 
licensees,  either  out  of  confusion  about 
or  disregard  for  the  program-length 
commercial  policies,  continue  to  broad¬ 
cast  program-length  commercials,  it  is 
believed  that  further  interpretation  and 
clarification  of  policy  is  warranted.  The 
Commission  has,  therefore,  set  forth  be¬ 
low  a  number  of  interpretative  exam¬ 
ples  in  question-and-apswer  form  based 
in  part  upon  the  examples  in  petition¬ 
ers’  pleadings  and  in  part  upon  other 
questions  and  information  received  by 
the  Commission  subsequent  to  the  issu¬ 
ance  of  the  Public  Notice  of  February 
22, 1973. 

No  attempt  has  been  made  to  answer 
all  of  the  numerous  hypothetical  ques¬ 
tions  asked,  since  many  of  them  are  re¬ 
petitive  and  are  variations  of  the  same 
factual  theme.  Moreover,  it  would  be 
impractical,  if  not  impossible,  to  formu¬ 
late  rulings  in  advance  regarding  every 
conceivable  type  of  program.  Rather,  the 
examples  and  interpretations  are  intend¬ 
ed  to  provide  licensees  with  a  fuller 
imderstanding  of  the  standards  the  Com¬ 
mission  employs  in  determining  what 
constitutes  a  program-length  commer¬ 
cial  in  several  areas  of  programming.  Ob¬ 
viously,  many  questions  will  be  close  and, 
as  in  many  other  areas  of  Commission 
policy,  the  Commission  will  not  impose 
sanctions  if  a  licensee  appears  to  have 
given  careful  consideration  to  the  many 
factors  involved  in  arriving  at  a  good- 
faith  determination  as  to  whether  a  par¬ 
ticular  program  is  a  program-length 
commercial  under  the  Commission’s  poli¬ 
cies.  Each  of  the  rulings  issued  to  date 
has  been  concerned  with  obvious  situa¬ 
tions  in  which  the  licensee  knew  or  rea¬ 
sonably  should  have  known  that  the  pro¬ 
gram  was  entirely  commercial  because 
the  program’s  noncommercial  segment 
was  so  closely  interwoven  with  the  com¬ 
mercial  promotion  of  the  sponsor’s  prod¬ 
ucts  or  services.* 

Petitioners’  pleadings  indicate  that  one 
popular  program  format  that  causes  the 


•The  Commission’s  prior  rulings  Include 
the  following:  Topper  Corporation,  21  PCC  2d 
148  (1969);  American  Broadcasting  Compa¬ 
nies,  Inc.,  23  PCC  2d  132  (1970);  Columbus 
Broadcasting  Company,  Inc.,  26  PCC  2d  66 
(1970);  Multimedia,  Inc.,  26  PCC  2d  69 
(1970);  KCOP-TV,  Inc.,  24  PCC  2d  149 
(1970):  Dena  Pictures,  Inc.,  31  PCC  2d  206 
(1971) ;  and  National  Broadcasting  Company, 
29  PCC  2d  67  (1971);  WAUB,  Inc.,  37  PCC 
2d  748  (1972);  and  WFIL,  Inc.,  38  PCC  2d 
411  (1972)  and  decisions  cited  in  footnote  2, 
supra. 
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broadcast  licensee  concern  in  the  pro¬ 
gram-length  commercial  area  is  the 
sponsored  “remote”  broadcast,  presented 
live  or  prerecorded  from  a  location  other 
than  the  licensee’s  studios.  Such  remote 
broadcasts  include,  but  are  not  limited 
to,  the  presentation  of  shopping  center 
openings,  county  fairs,  expositions  and 
boat  shows,  and  broadcasts  from  retail¬ 
ers’  showrooms.  The  Commission  notes 
that  such  remote  broadcasts  are  not  nec¬ 
essarily  commercial,  even  when  spots 
are  sold  to  merchants  or  exhibitors 
^x>nsoring  the  broadcast.  As  in  other 
types  of  programs,  the  crucial  considera¬ 
tion  is  the  extent  to  which  the  program 
content  promotes  the  commercial  inter¬ 
ests  of  the  sponsor.  On  the  basis  of  the 
facts,  the  remote  broadcast  may  consti¬ 
tute  a  program-length  commercial  in  at 
least  two  situations:  (1)  when  the  al¬ 
legedly  non-commercial  segment  Is  so 
closely  interwoven  with  the  sponsor  or 
sponsors*  commercial  announcements 
that  the  “non-commercial”  segment  has 
achieved  a  substantial  identity  with  the 
sponsor’s  commercial  interests,  or  (2) 
when  no  formal  commercial  spot  an¬ 
nouncements,  as  such,  are  broadcast  but 
the  presentation  is  sponsored  and  the 
program  clearly  is  devoted  to  promoting 
the  sponsor’s  products  or  services,  as  for 
example,  a  sponsored  remote  broadcast 
from  a  topping  center  which  devotes  a 
large  portion  of  time  to  displaying  the 
products  of  the  merchant-members  of 
the  sp<msorlng  association.  Similar  con- 
sider^ons  apply  to  the  other  types  of 
programs  set  forth  below. 

Ihe  Commission  reiterates  its  position 
that  its  fimction  is  not  to  pass  upon  the 
desirability  or  quality  of  a  questioned 
program,  but  on  the  basis  of  the  facts 
peculiar  to  each  situation  to  determine 
whether  the  non-commercial  segment  of 
the  program  is  so  closely  interwoven  with 
the  sponsor’s  commercial  messages  that 
it  is  apparent  that  the  program  as  a 
whole  promotes  the  sponsor’s  products  or 
services. 

The  NAB  suggests  that  if  the  Commis¬ 
sion  considers  the  grand  opening  of  shops 
or  shopping  centers  to  be  totally  com¬ 
mercial  in  nature,  it  should  exempt  such 
remote  broadcasts  from  Its  policies  when 
they  are  broadcast  on  an  Infrequent 
basis,  e.g.,  once  a  month,  on  the  groiuids 
that  these  broadcasts  contain  substantial 
public  interest  value.  However,  the  Com¬ 
mission  believes  that  there  is  qo  basis 
for  such  an  exemption  if  the  Com¬ 
mission’s  program-length  commercial 
policies  are  to  be  applied  and  enforced 
in  any  consistent  manner.  As  the  exam¬ 
ples  giver),  below  indicate,  coverage  of 
grand  openings  is  not  inconsistent  with 
the  Commission’s  policies  provided  that 
the  licensee  takes  steps  to  ensme  that 
the  non-commercial  portion  does  not 
achieve  a  substantial  identity  with  the 
sponsor’s  advertising. 

Questions  have  also  been  raised  as  to 
whether  a  licensee  may  broadcast  a 
program-length  commercial  if  it  logs  the 
entire  program  sis  commercisd  and  the 
total  commercisd  time  does  not  exceed 
whatever  representations  it  msule  to  the 
Commission  regarding  the  maximum 
commercial  content  per  hour.  A  specific 


example  has  been  devoted  to  this  ques¬ 
tion  in  view  of  the  number  of  inquiries. 
See  exsunple  27  (Q) . 

A  number  of  questions  have  been  sisked 
regarding  religious  and  politlcsJ  pro¬ 
grams.  The  Commission  has  confined  ap¬ 
plication  of  its  program-length  commer¬ 
cial  policies  to  programs  concerning  toe 
sale  of  goods  or  services  and  will  continue 
to  do  so.  Specific  examples  below  clarify 
the  Commission’s  policies  in  this  regard. 
Many  questions  have  been  received  by 
the  Commission  regarding  the  broadcast 
of  mvisical  programs  sponsored  by  re¬ 
cording  companies  or  record  shops. 
Such  questions  are  dealt  with  in  example 
8(Q)  through  12(Q). 

The  NAB  also  asks  whether  an  exemp¬ 
tion  from  the  Commission’s  program- 
length  commercial  policies  is  warranted 
for  “want  ad  and  classified  programs” 
because  of  toe  public  interest  value  the 
NAB  asserts  attaches  to  toe  broadcast  of 
such  programs.^  As  explained  in  toe  an¬ 
swer  to  Question  29,  a  classified  ad  or 
swap  shop  program  for  which  no  charge 
is  made  to  any  advertiser  is  not  a  com¬ 
mercial  program  and  therefore  does  not 
fall  within  toe  scope  of  toe  program- 
length  commercial  policy.  likewise, 
where  toe  individual  advertisers  are  not 
charged  for  their  ads  but  where  a  single 
advertisers  pays  for  toe  program  and 
presents  only  his  own  discrete  advertise¬ 
ments  unrelated  to  toe  classified  ads  and 
in  toe  quantity  normally  allowed  by  the 
station,  the  program  does  not  constitute 
a  program-length  commercial.  ’The  only 
circumstance  to  which  toe  program- 
length  commercial  policy  applies  is  that 
in  which  each  person  pays  for  toe  broad¬ 
cast  of  his  own  classified-type  advertise¬ 
ment,  since  such  a  program  is  entirely 
commercial  in  content.  Even  in  this  situ¬ 
ation,  we  are  granting  a  limited  exemp¬ 
tion  to  toe  licensee  from  toe  program- 
length  commercial  policy,  provided  no 
more  that  15  minutes  per  day  is  devoted 
to  such  programming  and  provided  fur¬ 
ther  that  toe  advertisements  are  spon¬ 
sored  by  private  individuals  rather  than 
commercial  enterprises.  This  limited  ex¬ 
emption  is  warranted  in  our  opinion  be¬ 
cause  the  classified  ad  or  swap  shop  pro¬ 
gram  may  provide  the  only  bros^icast 
vehicle  for  an  individual  wishing  to  place 
a  short  advertisement  at  a  reasonable 
cost.  See  answer  to  Question  29  for  fur¬ 
ther  discussion  of  this  matter.  Including 
the  logging  of  commercial  content  of 
such  programs. 

It  is  hoped  that  the  specific  examples 
contained  in  this  Notice  will  provide  sub¬ 
stantial  guidance  to  licensees.  We  repeat 
our  statement  in  our  previous  Public  No¬ 
tice  that  toe  Commission  considers  the 
broadcast  of  program-length  commer¬ 
cials  to  involve  a  serious  dereliction  of 
duty  on  the  part  of  toe  licensee,  and  toe 
Commission  will  Impose  sanctions  when 
it  believes  sanctions  are  required  to  bring 
about  a  discontinuance  of  such  practices. 


»The  Commission,  on  one  occasion,  ap¬ 
proved  one  such  classified  advertising  pro¬ 
posal  on  a  limited  and  exx>erlmental  basis. 
McLendon  Pacific  Corporation,  7  RR  2d  653 
(1966). 


QtnESTIONS  AND  ANSWERS 

1.  (Q)  A  new  shopping  center  opens.  An 
association  composed  of  the  10  merchants 
doing  business  in  the  center  purchases  one 
hour  or  mcare  of  time  from  a  local  television 
or  radio  station  to  cover  opening  day  festivi¬ 
ties.  Ten  one-minute  commercial  spots 
throughout  the  hour  are  given  the  associa¬ 
tion’s  members  to  promote  their  products 
and  services.  The  station  enters  these  10 
minutes  on  Its  logs  as  commercial  annoimce- 
ments.  Additionally,  the  station  and  the 
merchants’  association  tacitly  agree  that  most 
of  the  time  dviring  the  purportedly  non¬ 
commercial  segment  of  the  coverage  wiU  be 
devoted  to  Interviews  with  the  owners  of 
the  shops,  who  wUl  promote  their  shops  and 
the  merchandise  for  sale.  Does  the  entire  pro¬ 
gram  constitute  a  program-length  commer¬ 
cial? 

(A)  Under  the  Commission’s  previously 
stated  standards,  the  entire  program  should 
be  considered  commercial  because  the  pur¬ 
portedly  non-commercial  segment  Is  closely 
Interwoven  with  the  commercial  segments. 
Even  though  the  purportedly  non-commer¬ 
cial  segment  may  contain  information  and 
some  entertainment,  these  features  are 
clearly  incidental  to  the  commercial  promo¬ 
tions  of  the  merchants’  businesses.  The  fact 
that  the  association  has  purchased  the  en¬ 
tire  broadcast  period  and  has  In  effect  dic¬ 
tated  that  most  of  the  “non-commercial” 
segment  will  advertise  the  association’s  mem¬ 
bers  and  their  merchandise  Indicates  that 
the  licensee  has  presented  the  program 
mainly  to  promote  the  sponsors’  products 
and  services.  The  sponsorship  arrangement 
hypothesized  In  this  example  is  not  on  Its 
face  violative  of  the  Commission’s  program- 
length  commercial  policies.  When,  however, 
the  facts  Indicate  that  the  non-commercial 
segment  is  so  closely  interwoven  with  the 
sponsor’s  commercial  promotions  and  has 
achieved  a  substantial  identity  with  the 
products  or  services  being  advertised  by  the 
sponsor,  the  program  must  be  considered  a 
prognm-length  commercial. 

2.  (Q)  The  licensee  decides  to  cover  one 
hour  of  a  shopping  center’s  grand  opening 
as  its  own  program.  It  sells  10  minutes  of 
commercial  spots  to  five  of  the  10  merchants 
doing  business  In  the  new  center.  These  10 
minutes  are  logged  as  ccnnmercial  announce¬ 
ments.  Without  consulting  the  five  sponsors, 
the  station  decides  to  cover  in  a  minimal 
fashion  the  ribbon-cutting  ceremonies  and 
speeches  by  the  president  of  the  center’s 
association,  and  to  interview  shoppers.  Ad¬ 
ditionally,  the  station  instructs  its  reporters 
and  camera  crew  to  devote  a  substantial 
portion  of  the  non-commercial  segment  to 
covering  the  products  and  services  of  the 
five  sponsors.  Little  or  no  attention  is  given 
to  the  other  merchants  and  none  to  their 
products.  Is  this  entire  one-hour  program  a 
program-length  commercial? 

(A)  This  program  so  closely  and  substan¬ 
tially  intermixes  the  content  of  the  “non¬ 
commercial”  portion  with  the  commercial 
messages  of  the  five  sponsors  that  the  pro¬ 
gram  in  its  entirety  must  be  considered  a 
program-length  conunerclal.  On  these  facts, 
it  appears  that  the  entire  hom  was  intended 
to  induce  the  program’s  viewers  to  patronize 
the  program’s  sponsors.  Coverage  of  the 
speeches  and  interviews  is  not  controllmg 
In  this  example  since  such  coverage  was 
incidental  to  the  commercial  promotion. 

3.  (Q)  A  bank  agrees  to  sponsor  a  one- 
hour  broadcast  of  the  opening  of  the  city’s 
new  civic  center,  auditorium  and  theater 
complex.  ’The  complex  Is  the  first  built  In  a 
period  of  years  and  Includes  facilities  which 
hoiise  the  city’s  various  drama  and  music 
companies.  ’The  complex  was  financed  by  the 
sale  of  municipal  bonds  which  the  sponsor¬ 
ing  bank  underwrote.  Prc^xised  oovetage  in- 
dudes  ^>eeches  by  the  city’s  mayor,  city 
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assembly  chairperson,  the  sponsoring  bank’s 
president,  whose  remarks  generally  relate  to 
the  functions  the  complex  will  serve  but  also 
refer  In  passing  to  the  bcmk’s  role  in  the 
financing  of  the  complex,  and  general  cov¬ 
erage  of  other  events  and  Interviews.  Addi¬ 
tionally,  approximately  30  minutes  is  to  be 
devoted  to  a  narrative  discussion  of  the  de¬ 
velopment  of  the  city’s  drama  and  music 
companies,  which  have  achieved  excellent 
regional  reputations  over  the  years.  ’The  bank 
receives  12  ooe-mlnutc  commercial  spots. 
One -half  of  these  spots  are  broadcast  live 
from  the  site  of  the  opening  day’s  ceremo¬ 
nies;  the  rest  are  recorded.  Three  of  these 
spots  disc\iss  the  financial  strategies  and 
techniques  employed  by  the  bank  in  estab¬ 
lishing  and  underwriting  the  bond  structure 
for  financing  construction  of  the  complex. 
The  remaining  spots  are  general  promotions 
for  the  bank,  emphasizing  its  role  in  the  com¬ 
munity  and  its  various  savings,  loan,  trust 
and  securities  activities.  Does  the  entire 
sixty-minute  program  constitute  a  program- 
length  commercial?  If  not,  what  portion  of 
this  one-hour  program  should  be  counted  as 
commercial? 

(A)  The  12  one-minute  spots  prcMnoting 
the  bank  are  cleculy  cxmimercial  annoimce- 
ments  and  under  the  Commission’s  logging 
rules  must  be  logged  as  such.  The  basic 
question  is  whether  the  noncommercial  and 
commercial  segments  are  so  Interwoven  as 
to  make  the  entire  program  a  commercial 
advertisement  for  the  bank.  Under  the  cir¬ 
cumstances  presented  in  the  example,  only 
the  12  one-minute  commercial  spots  need  be 
logged  as  ocnnmercial  matter.  This  program 
is  not  one  contemplated  by  the  Commission’s 
program-length  commercial  policies  because 
the  noncommercial  presentation  is  unrelated 
to  the  bank  or  its  services  and  because  the 
12  oonunercial  messages  presented  by  the 
bank  are  separate  and  distinct  from  the  non¬ 
commercial  segment  of  the  broadcast,  which 
contains  no  cross-references  to  the  services 
In  whl(^  the  bank  was  eng€iged.  ’The  mere 
reference  to  the  bank’s  role,  made  in  passing 
by  the  bcmk’s  president  in  the  speech  on 
opening  day,  is  not  significant  when  consid¬ 
ered  in  the  omitext  of  the  entire  program. 

4.  (Q)  A  radio  station  broadcasts  a  dally 
one-hour  program  from  the  showroom  of  a 
local  automobile  dealer.  ’The  dealer  has  pur¬ 
chased  15  one-minute  commercial  spot  an¬ 
nouncements.  The  non-commercial  portion 
of  the  program  consisrts  of  talk  or  comments 
and  the  playing  of  records  by  the  station’s 
disc  Jockey  and  is  presented  in  the  same 
fashion  as  if  it  were  originating  in  the  sta¬ 
tion’s  studios.  At  the  beginning  of  the  pro¬ 
gram  and  the  station  break  on  the  half-hour, 
the  disc  Jockey  announces  that  the  program 
is  being  broadcast  from  the  automobile 
deeder’s  ^owroom.  Although  the  o(»nmer- 
clals  are  read  by  the  same  disc  Jockey  playing 
the  records,  they  are  separate  and  distinct 
from  the  program  content,  and  the  disc 
Jockey  makes  no  cross-references  during  the 
entertainment  portion  of  the  program  to  the 
automobile  decder’s  products  and  services. 
Does  this  program  constitute  a  program- 
length  commercial? 

(A)  No.  Only  the  15  minutes  of  commer¬ 
cial  annoimcements  and  the  few  seconds  for 
the  opening  and  mid-point  references  to  the 
fact  that  the  program  is  being  broadcast 
from  the  dealership  need  be  logged  as  com¬ 
mercial.  In  this  case,  the  sepcuatlon  between 
program  content  and  commercial  material  is 
oarefuny  maintained.  An  opposite  conclusion 
might  result  if  diulng  the  non-commercial 
portion  the  disc  Jockey  were  to  refer  to  the 
dealer’s  products  or  services  or  otherwise 
promote  the  dealer’s  b\islne6s  interests. 

5.  (Q)  A  local  restaurant  night  club  pre- 
vides  musical  entertainment  nightly.  It  pur¬ 
chases  one  hour  of  broadcast  time  per  week 
from  a  radio  station  for  live  coverage  of  the 
entertainment  from  the  restaurant.  Ten  sepa- 
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rate  one-minute  commercial  ^^ts  for  the 
restaurant  are  aired,  as  well  as  informal  men¬ 
tions,  made  from  time  to  time  during  the 
brofulcast,  of  the  fact  that  the  restaurant 
provides  nightly  entertainment.  Listeners  are 
repeatedly  vuged  to  pationlze  the  restau¬ 
rant.  Two  or  three  interviews  with  the  res¬ 
taurant’s  patrons  are  broadcast,  dviring  which 
the  announcer  questions  whether  the  patrons 
are  enjoying  themselves.  What  portion  of  the 
broadcast  should  be  logged  as  commercial 
matter? 

(A)  ’The  question  is  whether  the  non-com¬ 
mercial  segment  of  this  program  is  so  closely 
interwoven  with  the  commercial  promotions 
and  interests  of  the  sponsor  as  to  constitute 
a  continuous  program-length  commercial.  In 
the  example  given,  in  addition  to  the  formal 
commercials,  the  announcer  (1)  Repeatedly 
identifies  the  restaurant  as  the  site  of  the 
broadcast;  (2)  Repeatedly  mentions  that  the 
restavurant  provides  nightly  entertainment; 
(3)  Repeatedly  urges  listeners  to  patronize 
the  restaurant  and  (4)  Conducts  interviews 
with  patrons  which  tend  to  i>romote  the  res¬ 
taurant.  Thus,  it  appears  that  the  entertain¬ 
ment  portion  of  the  broadcast  is  so  closely 
Interwoven  with  the  promotion  of  the  spon¬ 
sor’s  services  that  the  entire  program  con¬ 
sists  primarily  of  an  inducement  to  listeners 
to  avail  themselves  of  those  services.  The 
broadcast  is  therefore  a  program-length  com¬ 
mercial.  While  such  sponsorship  arrange¬ 
ments  are  not  per  se  prohibited,  licensees 
must  make  certain  that  commercial  adver¬ 
tising  remains  separate,  distinct  and  wholly 
apart  from  the  non-commercial  segments  of 
the  program.  When  a  program’s  non-com¬ 
mercial  segment  has  achieved  a  substantial 
identity  with  the  ^)onsOT’s  promotion  of  its 
products  or  services,  the  program  in  its  en¬ 
tirety  must  be  considered  commercial. 

6.  (Q)  A  well  known  restaurant  in  a  majcn: 
city  and  a  local  radio  station  have  made  the 
following  agreement:  Each  week  the  station 
interviews  a  well-known  personality  active 
either  in  politics,  the  arts,  athletics,  or  busi¬ 
ness.  The  program  is  one  hour  in  length  and 
is  broadcast  live  each  week  from  the  restau¬ 
rant  at  noon.  The  restaurant  provides  the 
luncheon  and  cocktails  at  no  cost  for 
the  announcer  and  the  person  interviewed. 
A  large,  national  food  processor  qwnsors  the 
one-hour  broadcast  and  is  allotted  five  two- 
minute  conunNcial  spots  to  be  broadcast 
during  the  hour.  At  the  beginning  and  end  of 
the  program  and  at  each  half-hour  station 
break,  the  following  cmnoimcement  is  broad¬ 
cast:  “Luncheon  at  ABC’s,  today  with  Rich- 
ard  Roe,  is  being  (has  been)  brought  to  you 
by  XYZ  Corporation.”  No  other  reference  to 
the  restaurant  is  made  during  the  program 
and  no  reference  is  made  d\irlng  the  oom- 
merical  spots  to  the  fact  that  the  sponsor  dis¬ 
tributes  its  products  to  the  restaiuant  from 
which  the  Interview  is  being  broadcast.  The 
interview  is  conducted  by  an  employee  of  the 
statkm.  What  amount  of  time  should  be  con¬ 
sidered  commercial? 

(A)  Only  the  comm»cial  spots  and  the 
occasional  references  to  the  XTZ  Corporation 
must  be  logged  as  commercial  time.  Because 
the  licensee  presents  a  program  which  keeps 
the  commerclcJ  messages  separate  and  dis¬ 
tinct  from  the  matters  discussed  during  the 
interview,  avoids  promoting  or  mentioning 
the  services  of  the  restaurant  more  than 
necessary  to  carry  out  the  Intowlew,  and 
makes  no  cross-references  to  the  q>onsor’s 
business  relationship  with  the  restaurant, 
the  broadcast  cannot  be  considered  a  pro- 
gram-length  ocmmerclal.  Even  though  the 
restaurant  provides  the  bill  of  fare  without 
cost,  no  mention  is  made  of  that  fact  nor  do 
the  restaurant  or  sponsor  dlctete  or  Influence 
the  program’s  content  to  promote  their  prod¬ 
ucts  or  services. 

7.  (Q)  Same  situation  as  in  6,  but  the  res¬ 
taiuant  is  located  in  and  operated  by  a  per¬ 
forming  arts  center.  The  center  buys  fifteen 


one-minute  spots  to  be  broadcast  during  the 
hour.  An  interview  at  noon  is  conducted  by 
the  center’s  director  and  features  only  promi¬ 
nent  performers  from  the  casts  of  the  pro¬ 
ductions  presented  at  the  center  during  the 
week  of  the  interview.  The  spot  annoimce¬ 
ments  promote  the  center’s  current  attrac¬ 
tions  in  which  the  interviewees  ^pear.  Dur¬ 
ing  the  interview,  the  camera  pans  the  cen¬ 
ter’s  restaurant;  while  the  interviewer  points 
out  the  restaurant’s  different  features  and 
refers  to  its  swift  and  courteous  service.  Shots 
of  food  being  prepared  by  the  chefs  in  the 
kitchen  are  shown.  The  interview  is  generally 
limited  to  a  discussion  of  the  performer’s 
roles  in  the  productions  billed  at  the  center 
at  the  time  of  the  interview,  reviews  of  the 
productions  by  the  city’s  newspapers  and  re¬ 
actions  of  the  audiences  to  the  performances. 
What  portion  of  this  one-hour  program  con¬ 
stitutes  oonunercial  announcements  for  the 
center? 

(A)  The  entire  program  must  be  con¬ 
sidered  as  a  program-length  commercial. 
Although  portions  of  the  interview  may  pos¬ 
sess  informational  and  entertainment  value, 
it  appears  that  these  aspects  are  incidental 
to  the  promotion  of  the  center’s  restaurant 
and  the  performances  taking  place  at  the 
center.  It  appears  further  that  the  licensee 
has  permitted  the  entire  program  to  be 
shapM  by  the  commercial  interests  of  the 
center  and  has  permitted  the  non-commer¬ 
cial  portion  of  the  program  to  achieve  a 
substantial  identity  with  the  services  being 
promoted  in  the  commercial  spots.  Inter¬ 
views  with  ftctoro,  musicians,  dancers,  etc., 
can,  of  course,  be  conducted  during  pro¬ 
grams  sponsored  by  an  arts  center  where  the 
commercials  are  separate  and  distinct  from 
the  program  content.  Discussions  of  the  per¬ 
former’s  role  In  a  current  play  and  refer¬ 
ence  to  appearances  at  the  center  do  not 
violate  the  Oommlaslon’s  policies,  provided 
that  such  presentations  are  not  so  closely 
interwoven  with  the  commercial  promotions. 
In  the  example,  the  interview  is  oonflned  to 
the  performers’  roles  In  the  productions  at 
the  center  and  thus  appears  essentially  to 
constitute  an  advertisement  for  the  center. 

8.  (Q)  A  local  radio  sation  broadcasts  a 
one-hour  program  of  popular  music.  The 
hoiu*  is  purchased  by  a  record  manufacturer 
which  presents  twelve  one-minute  commer¬ 
cial  spots.  The  disc  Jockey  selects  all  the 
records  played  without  regard  to  their  manu¬ 
facturer,  although  some  of  the  records 
played  are  those  of  the  sponsor.  None  of 
the  records  is  Identifled  by  label  and  the 
commercial  spot  announcements  generally 
promote  the  sponstM^s  recordings.  How  much 
of  this  program  is  commercial? 

(A)  Only  the  twelve  one-minutes  spot 
announcements  must  be  logged  as  commer¬ 
cial  matter.  Because  no  cross-references  to 
the  sponsor’s  records  are  made  between  com¬ 
mercial  and  program  content,  the  commer¬ 
cial  and  noncommercial  segments  of  the  pro¬ 
gram  are  separate  and  distinct,  and  it  cannot 
be  said  that  any  substantial  Interweaving  of 
the  conunercial  and  non-commercial  seg¬ 
ments  of  the  program  has  occurred. 

9.  (Q)  Siune  ffu:ts  as  above,  except  that 
all  of  the  records  played  are  manufactured 
by  the  sponsor,  and  the  spot  announcements 
frequently  cross-reference  and  promote  the 
records  which  are  played  during  the  one- 
hour  broadcast.  Additional  announcements, 
stating  that  all  the  records  played  during  the 
broadcast  are  those  of  the  sponsor  and  avail¬ 
able  for  purchase,  are  g^ven  at  the  begin¬ 
ning  and  end  of  the  program.  How  much  of 
this  program  is  commercial? 

(A)  The  entire  one-hour  broadcast  con¬ 
stitutes  a  program -length  commercial. 
Since  frequent  cross-references  are  made 
during  the  commercial  spots  to  the  records 
played,  the  cmnmerclal  and  non-commercial 
segments  are  so  closely  interwoven  as  to  be 
indistinguishable,  and  the  entire  program 
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must  b®  considered  as  commercial.  More¬ 
over,  the  fiaot  that  only  the  sponsor’s  rec¬ 
ords  are  played  may  raise  questions  as  to 
whether  the  licensee  has  relinquished  pro¬ 
gramming  control  to  the  sponsor,  although 
this  fact  In  and  of  Itself  does  not  estab¬ 
lish  abdication  of  program  control.  If  the 
licensee  has  revelwed  the  proposed  program 
In  advance  and  made  a  good  faith  determina¬ 
tion  that  the  sponsor’s  records  accord  with 
the  licensee’s  programming  policies  and 
their  broadcast  will  servo  the  public  Inter¬ 
est,  the  fact  that  only  the  sponsor's  records 
are  played  does  not  prove  relinquishment 
of  licensee  control. 

10.  (Q)  A  record  manufacturer  purchases 
one-hour  from  a  radio  station  and  presents 
one-minute  commercial  oi>ot  announcements 
during  the  hour.  All  of  the  records  presented 
during  the  hour  are  those  of  the  sponsor, 
and  announcements  are  made  at  the  begin¬ 
ning  and  end  of  the  hour  identifying  the 
sponsor  and  stating  that  all  the  records 
broadcast  were  those  manufactured  by  the 
sponsor.  Although  Uie  onq-mlnute  spot  an¬ 
nouncements  generally  promote  the  spon¬ 
sor’s  records,  none  the  spots  make  cross- 
reference  to  the  records  that  are  played 
during  the  progam.  Is  this  pogram  en¬ 
tirely  ccmunerclal? 

(A)  No.  Only  the  one-minute  commercials 
and  the  anno\incements  made  at  the  be¬ 
ginning  and  end  of  the  program  must  be 
logged  as  commercial  matter.  Although  all 
the  records  played  are  manufactured  by  the 
sponscar  ami  although  the  announcements 
promote  the  products  of  the  sponsoring 
manufacturer,  the  spot  announcements  are 
discrete  and  make  no  cross-refereiices  to  the 
records  that  are  aired  during  the  hour.  In 
a  program  such  as  this,  where  commercial 
announcements  contain  general  advertise¬ 
ments  for  the  sponsor  and  make  few  If  any 
cross-references  the  sponsor’s  products  or 
services  which  are  presented  during  the  non¬ 
commercial  segment,  no  obvious  Interweav¬ 
ing  of  the  program’s  commercial  and  non¬ 
commercial  portions  has  occurred,  and  the 
Commission  will  not  find  that  a  program- 
length  commercial  was  broadcast.  As  noted  in 
the  answer  to  Question  9  above,  a  record  pro¬ 
gram  which  presents  only  the  sponsor’s 
records  does  not  on  its  face  violate 
the  Commission's  program-length  commer¬ 
cial  policies.  However,  if  frequent  cross- 
references  to  the  sponsor’s  records  are  made. 
It  would  appear  that  the  commercial  segment 
Is  so  closely  interwoven  with  the  noncom- 
merclcd  segment  that  the  entire  program 
would  constitute  a  program-length  commer¬ 
cial. 

11.  (Q)  A  classical  music  station  selects  Its 
own  music,  but  some  of  Its  programs  are 
sponsored  by  record  manufacturers  or  stores. 
The  station  prepeu-es  a  one-hour  program  on 
the  career  of  Leonard  Bernstein.  The  pro¬ 
gram  consists  of  a  narrative  concerning  Mr. 
Bernstein’s  life.  Interspersed  with  selections 
from  his  recordings.  Since  Mr.  Bernstein’s 
records  exclusively  for  one  company,  the 
recorded  segments  would,  of  course,  be  from 
records  made  by  that  company.  The  record 
ccMnpany  also  sponsors  the  broadcast  of  the 
program.  Inserting  commercial  spot  an¬ 
nouncements  for  its  records  therein.  Is  the 
program  wholly  commereltd? 

(A)  The  program  Involves  considerations 
similar  to  those  raised  In  Questions  8 
through  10,  above.  If  the  commercial  spots 
presented  by  Columbia  make  cross-references 
to  the  excerpted  portions  of  Mr.  Bernstein’s 
recordings  and  encovnage  listeners  to  pur¬ 
chase  the  recordings,  then  the  typical  prob¬ 
lems  associated  with  the  broadcast  of 
program-length  commercials  would  be  pres¬ 
ent.  If,  however,  the  commercial  announce¬ 
ments  make  no  cross-references  to  the  Bern¬ 
stein  recordings  and  the  playing  of  the 
recordings  is  not  accompanied  by  material 


pr<Mnotlng  their  sale,  the  Commission  would 
not  find  that  the  presentation  constitutes  a 
program-length  commercial.  Ilie  facts  that 
the  reoM'd  company  sponsors  the  broadcast 
and  that  the  featured  artist  records  exclu¬ 
sively  for  the  ^xmsor  does  not,  absent  other 
consldM^tions,  make  the  entire  program 
oommercial.  Sponsorship  Identification  an¬ 
nouncements,  or  other  similar  announce¬ 
ments  at  the  beginning  or  ending  of  the  pro¬ 
gram,  IdMitifylng  the  sponsor  and  the  pro¬ 
gram’s  subject  mattMT,  l.e.,  that  the  program 
features  Mr.  Bernstein  and  Is  sponscM'ed  by 
the  recording  company,  do  not  in  themselves 
make  the  entire  program  ocunmerclal. 

12.  (Q)  A  large  European  rectM-d  company 
buys  three  hours  of  time  fitMn  a  classical 
music  station  to  present  its  new  recording 
of  “Carmen”.  The  record  compmuy  rises  six 
minutes  of  time  for  advertising  messages,  but 
substantially  all  of  the  three  hours  Is  spent 
In  performing  the  c^imra  for  the  first  time 
on  the  air  In  advance  of  Its  releeise  to  the 
public.  Each  oi  the  six  one-minute  an¬ 
nouncements  Identifies  the  recording  as  a 
new  release  from  the  record  company  and 
states  the  date  the  recording  will  become 
available  for  sale.  A  brief  statement  Is  made 
at  the  end  of  the  program  again  ldentlf3rlng 
the  sponsor  and  the  fact  that  the  recording 
heard  was  made  by  the  sponsor  and  Is  for 
sale.  What  portion  oi  this  three  hour  broad¬ 
cast  should  be  considered  commercial? 

(A)  Although  frequent  cross-referencing 
of  conunerclal  matter  and  other  program 
content  may  result  In  the  commercial  and 
“non-commercial”  portions  of  a  program  be¬ 
coming  so  Inextricably  Intermingled  that  the 
entire  program  becomes  commercial,  we  be¬ 
lieve  that  there  may  be  situations,  such  as 
ttiat  posed  here,  where  the  commercial  ref¬ 
erences  to  the  material  constituting  the  body 
of  the  program  are  so  Infrequent  that  the 
two  elements  of  the  program  cannot  be  said 
to  be  so  closely  Interwoven  as  to  make  the 
entire  program  commercial.  This  would  be 
true  whether  the  body  of  the  program  con¬ 
sisted  of  classical  or  popular  music,  provided 
that  the  licensee  Itself  made  the  determina¬ 
tion  that  presentation  of  the  recording  was 
In  the  public  Interest.  Thus,  we  believe  that 
in  this  example,  where  only  six  one-minute 
commercial  announcements  and  brief  an¬ 
nouncements  at  the  open  and  close  are  given, 
it  cannot  be  said  that  the  program  In  its 
entirety  constitutes  a  commercial  message  for 
the  sponsor,  and  we  believe  that  only  the 
commercial  announcements  and  those  at 
the  open  and  close  need  be  logged  as 
commercial.  Although  we  decline  to  extend 
the  scope  of  the  program-length  commercial 
policy  to  the  three  hour  progrsun  cited  in 
this  question,  licensees  are  expected  to  take 
cognizance  of  the  fact  that  such  program¬ 
ming  has  a  potential  for  abuse  if  a  sponsor 
promotes  the  sale  of  the  very  product  being 
broadcast  with  any  degree  of  frequency,  tak¬ 
ing  Into  consideration  the  length  of  the  pro¬ 
gram  and  the  number  of  such  promotional 
spots  It  contains. 

13.  (Q)  A  station  broadcasts  a  15-mlnute 
program  which  lists  daily  transactions  in 
stock  and  bond  issues.  The  transactions  cov¬ 
ered  include  only  those  of  organizations  do¬ 
ing  business  In  the  immediate  metrt^ll- 
tan  area  and  the  program  is  entirely  spon¬ 
sored  by  one  of  the  cltyls  brokerage  houses. 
An  employee  of  the  broker  does  the  repwts 
directly  from  the  brokerage  house  and  selects 
the  issues  to  be  covered  on  the  basis  of  their 
Interest  to  the  community.  Although  a  num¬ 
ber  of  the  Issues  rep<Hted  co*  discussed  *  are 
Issues  underwritten  by  the  sponsoring  broker. 
Issues  underwritten  by  the  other  brokers  In 
the  city  are  also  Included  in  the  report.  The 
program  commences  with  a  five-minute  re- 
I)ort  on  general  market  conditions,  the  aver¬ 
ages  on  the  major  exchanges,  and  significant 
commercial  news  emanating  from  business 


and  government.  No  commercial  spots  are 
broadcast,  although  the  sponsoring  brokerage 
house  Is  identified  as  the  sponsor  at  the  be¬ 
ginning  and  end  of  the  program.  Is  this  pro¬ 
gram  a  program-length  commercial  for  the 
sponsor? 

(A)  Tills  program  is  not  a  program-length 
commercial.  Neither  the  body  of  the  program 
nor  the  initial  and  final  identification  of  the 
sponsor  makes  cross-reference  to  the  fact 
that  the  sponsor  trades  In  any  of  the  Issues 
discussed,  and  the  use  of  the  sponsor’s  rep¬ 
resentative  who  randomly  selects  the  stock 
Issues  and  reports  the  business  news  would 
not  In  and  of  itself  make  the  entire  program 
commercial.  The  Commission’s  policies  per¬ 
taining  to  program-length  commercials  do 
not  prohibit  advertisers  from  sponsoring 
programs  on  subjects  in  which  they  may 
have  a  direct  or  related  Interest,  if  the  vari¬ 
ous  safeguards  referred  to  In  this  Public 
Notice  are  adhered  to.  Moreover,  the  fact 
that  a  stock  report  may  be  announeved  as 
originating  at  the  brokerage  house  does  not, 
standing  alone,  make  the  entire  program 
commercial.  Where  employees  of  the  sponsor 
present  the  prografii,  an  identification  of  that 
fact  must  be  made. 

14.  (Q)  A  retail  book  distributor  purchases 
one-half  hour  from  a  local  radio  station  to 
present  a  weekly  book  review.  During  the 
program,  an  employee  of  the  sponsor  reviews 
several  new  books  on  the  best-seller  list. 
Before  and  after  the  review  of  each  book,  the 
reviewer  announces  that  each  of  the  books  re¬ 
viewed  is  for  sale  at  the  sponsor’s  store.  Ad¬ 
ditional  references  are  made  to  books  not 
specifically  reviewed  on  the  program  and  to 
the  fact  that  these  books  are  for  sale  at  the 
store.  Six  one-minute  spot  annoimcements 
are  made  promoting  the  sponsor’s  products 
and  specifically  refer  to  the  books  reviewed 
on  the  program.  How  much  of  this  program 
is  commercial? 

(A)  The  non-commercial  informational 
and  entertainment  portions  of  the  program 
are  so  closely  Interwoven  with  the  portions  of 
the  program  advertising  the  sponsor’s  prod¬ 
ucts  that  the  entire  one -half  hour  program 
must  be  considered  a  program-length  com¬ 
mercial.  References  made  at  the  beginning 
and  end  of  book  review  programs  indicating 
that  the  books  reviewed  are  sold  at  the  spon¬ 
sor’s  store  do  not  necessarily  make  such  pro¬ 
grams  program-length  commercials.  Li¬ 
censees,  however,  must  take  steps  to  ensure 
that  the  program’s  commercials  remain  sep¬ 
arate  and  distinct  from  the  book  reviews. 
Furthermore,  when  an  employee  of  the  spon¬ 
sor  conducts  the  book  review,  disclosure 
should  be  made  of  the  reviewer’s  relationship 
to  the  sponsor. 

15.  (Q)  During  a  one-hour  broadcast,  the 
arts  editor  of  a  station  reviews  two  books. 
A  book  store  purchases  the  hour,  and  Its  ad¬ 
vertisements  are  broadcast  In  close  proximity 
to  the  book  reviews.  The  books  selected  for 
review  are  chosen  and  reviewed  by  the  editor 
according  to  his  own  standards,  and  no  sug¬ 
gestion  is  made  by  the  sponsor  regarding  se¬ 
lection  of  the  books  to  be  reviewed.  There  is 
no  mention  made  that  the  reviewed  books 
are  available  through  the  sponsoring  book 
store.  Should  the  amount  of  time  consumed 
by  the  book  reviews  and  the  sponsoring  book 
store’s  spots  be  considered  commercial? 

(A)  Only  the  commercial  spots  advertising 
the  book  store  must  be  considered  commer¬ 
cial.  The  commercial  messages  of  the  spon¬ 
soring  book  store  here  are  distinct  from 
the  informational  segment  Absent  specific 
Identification  of  and  cross-reference  to  the 
sponsor  during  the  non-cociraerclal  segment, 
the  fact  that  the  book  store  purchases  the 
entire  hour  with  separate  commercials  for 
products  sold  by  the  sponsor  does  not  make 
the  broetdeast  a  program-length  commercial. 

16.  (Q)  A  direct  broadcast  from  a  local 
livestock  meirket  is  sponsored  exclusively  by 
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the  livestock  market.  Information  Is  given 
by  a  principal  or  employee  of  the  market 
relative  to  prices  for  beef  and  pork,  and  other 
facts  of  Importance  to  area  farmers.  The  In¬ 
formation  also  covers  prices  at  other  regional 
or  national  markets.  Commercial  annotmce- 
ments  are  not  broadcast  for  the  sponsoring 
market,  which  realizes  a  commission  on  all 
livestock  sales.  Appropriate  sponsorship  Iden¬ 
tification  Is  made  at  the  end  of  each  program. 

Is  this  program  a  program-length  commercial 
under  the  Commission’s  policies? 

(A)  While  It  is  Implicit  that  the  sponsor¬ 
ing  livestock  market  has  a  commercial  in¬ 
terest  In  Informing  the  community  of  the 
prices  of  the  products,  and  hence  has  a  com¬ 
mercial  Interest  In  ^onsorlng  such  a  live¬ 
stock  report,  the  commercial  interests  of  the 
sponsoring  market  here  appears  to  be  in¬ 
cidental  to  the  Informational  segment  of  the 
program.  The  licensee  need  log  only  the  spe¬ 
cific  commercial  references.  Programs  of  this 
nature,  however,  may  become  entirely  com¬ 
mercial  If  from  the  facts  of  any  situation 
presented  It  Is  apparent  that  the  Informa¬ 
tional  and  commercial  content  are  so  inex¬ 
tricably  interwoven  as  to  constitute  one  con¬ 
tinuing  advertisement.  The  broadcast  of  com¬ 
mercial  ^ots  for  the  livestock  market  during 
the  program  would  not  change  the  conclu¬ 
sion  reached  here  unless  the  commercials 
were  interwoven  with  the  program  content 
In  the  fashion  referred  to  in  the  introduction 
of  this  Public  Notice.  In  each  case  the  general 
principles  applicable  to  all  program-length 
commercials  must  be  examined  in  relation 
to  the  facts  of  the  case.  Again,  disclosure 
should  be  made  of  the  fact  that  the  person 
presenting  the  program  is  an  employee  of 
the  sponsor. 

17.  (Q)  A  retail  furniture  outlet  purchases 
commercial  spot  announcements  to  be  pre¬ 
sented  during  a  station’s  one-half  hour 
weekly  program  which  features  the  art  of 
furniture  making.  The  program  utilizes  the 
expertise  and  personnel  of  small  and  large 
furniture  manufacturers,  including,  from 
time  to  time,  personnel  employed  by  furni¬ 
ture  manufacturers  whose  products  are  sold 
by  the  sponsor.  Different  topics,  proposed  and 
selected  by  a  variety  of  furniture-making 
professionals  and  the  station’s  program  di¬ 
rector,  who  conducts  the  program,  are  pre¬ 
sented  each  week.  The  guests  on  the  show 
make  few  if  any  references  to  the  products 
sold,  and  the  commercial  announcements  for 
the  retail  furniture  outlet  do  not  refer  to 
the  subject  matter  of  the  program.  How 
much  of  this  program  is  commercial? 

(A)  Only  the  commercial  spot  announce- 
ment.s  must  be  entered  on  the  station’s  logs 
as  commercial  announcements.  The  informa¬ 
tional  segment  of  the  program  does  not  ex¬ 
hibit  a  pattern  of  cross-referencing  to  the 
sponsor’s  products  and  does  not  primarily 
promote  the  sponsor’s  commercial  interests. 
A  program  of  this  nature,  broadcast  live 
from  the  retail  outlet,  will  not  be  considered 
a  program-length  commercial  if  the  licensee 
complies  with  the  usual  program-length  cri¬ 
teria  set  forth  elsewhere  In  this  Notice. 

18.  (Q)  ’The  furniture  retailer  buys  one 
half-hour  of  time.  No  commercial  spots  are 
presented.  The  program  is  presented  live  from 
the  sponsor's  showroom  each  week  and  fea¬ 
tures  an  employee  of  the  station  discussing 
the  sponsor’s  new  furniture  line  and  dis¬ 
playing  the  sponsor’s  furniture  arranged  In 
different  suites.  Each  week  some  aspects  of 
furniture  care  and  repair  are  discussed. 
Periodic  statements  are  made  Identifying  the 
furniture  as  available  for  sale  at  the  spon¬ 
sor’s  showrooms,  and,  in  addition  to  the  nec¬ 
essary  sponsorship  identification  announce¬ 
ment  at  the  program’s  beginning,  references 
are  made  to  the  fact  that  the  program  is 
originating  live  from  the  ^onsor’s  showroom 
where  tJhe  furniture  can  be  viewed.  How 
much  of  this  program  Is  commercial? 


(A)  Although  no  commercial  spots  are 
presented,  it  appears  that  the  program’s  for¬ 
mat,  the  use  of  only  the  sponsor’s  furniture, 
and  the  repeated  reference  to  the  use  of  only 
the  sponsor’s  furniture,  and  the  r^ieated 
references  to  the  sponsor  and  to  the  fact 
that  the  furniture  is  available  at  the  spon¬ 
sor's  showrooms  make  this  broadcast  a  pro¬ 
gram-length  commercial. 

19.  (Q)  A  television  station  broadcasts  a 
weekly  fifteen-minute  remote  program  from 
a  hobbyshop  whose  owner  discusses  all  as¬ 
pects  of  viulous  hobbies  and  crafts.  Three 
commercial.?  are  broadcast  during  the  pro¬ 
gram  by  a  station  announcer.  The  commer¬ 
cials  adverdse  the  goods  for  sale  at  the  hobby 
shop.  The  commercials  are  separate  and  dis¬ 
tinct  from  the  program  content  and  do  not 
refer  to  the  Items  discussed  during  the  pro¬ 
gram.  How  much  of  the  program  Is  com¬ 
mercial? 

(A)  On  the  facts  stated,  only  the  com¬ 
mercial  messages  need  be  considered  com¬ 
mercial,  since  there  a^xpears  to  be  no  cross- 
referencing  between  the  commercials  and 
the  instructional  content  of  the  program. 

20.  (Q)  An  entity  producing  a  county  fair 
and  composed  of  ten  of  the  main  exhibitors 
at  the  fair  purchase  six  hours  from  a  local 
television  station  so  that  the  station  will 
broadcast  two  hours  of  the  event  live  each 
day  for  three  days.  During  the  broadcasts,  the 
audience  is  frequently  urged  to  attend  the 
fair  in  order  to  see  the  booths  of  the  ten 
exhibitors.  Most  of  each  day’s  program  is 
devoted  to  coverage  of  the  exhibits  of  the 
ten  sponsors.  Each  of  the  sponsors  is  given 
an  opportunity  to  demonstrate  his  new  lines 
of  equipment.  The  remainder  of  the  time 
each  day  is  spent  In  general  coverage  of  the 
fair  and  random  interviews  with  attendees. 
No  separate  commercial  spots  are  presented. 
What  portion,  if  any,  of  the  program  is 
commercial? 

(A)  This  program  constitutes  a  program- 
length  commercial.  The  broculcasts  appear 
primarily  to  be  advertisements  designed  to 
promote  the  exhibitors’  products,.  See  also 
prior  examples  regarding  remote  broadcasts. 

21.  (Q)  A  committee  formed  to  promote 
a  fair  buys  spot  announcements  to  be  broad¬ 
cast  during  a  station’s  coverage  of  the  fair. 
The  spots  urge  the  public  to  attend  the  fair, 
but  the  station  chooses  the  events  and  ex¬ 
hibits  to  be  covered  and  the  manner  of  cov¬ 
ering  them.  The  licensee  believes  that  cov¬ 
erage  of  the  new  farm  equipment  would  be 
of  considerable  Interest  to  the  community 
and  each  day  devotes  some  time  to  covering 
one  or  more  of  the  farm  equipment  compa¬ 
nies  demonstrating  and  dl^laying  equip¬ 
ment  at  the  fair.  The  farm  equipment  com¬ 
panies  do  not  pay  for  the  coverage.  How  much 
time  of  the  fair  coverage  Is  considered  com¬ 
mercial? 

(A)  Only  the  duration  of  the  spot  an¬ 
nouncements  for  the  fair  Itself  must  be 
logged  as  oommericai.  Although  the  pro¬ 
gram’s  “non-commercial”  segment  shows 
various  types  of  farm  equipment,  the  mak¬ 
ers  of  the  equipment  do  not  pay  for  the 
broadcast  coverage  of  it.  The  spot  announce¬ 
ments  urging  attendance  at  the  fair  are  sep¬ 
arate  from  and  unrelated  to  the  coverage  of 
events  at  the  fair. 

22.  (Q)  A  non-profit  charitable  organiza¬ 
tion  is  engaged  in  theoretical  and  applied 
cancer  research.  This  organization  purchases 
thirty  minutes  from  a  local  television  sta¬ 
tion  to  present  a  film  produced  and  directed 
by  the  organization.  The  broadcast  Includes 
a  final  ten-minute  segment  which  presents 
the  chairperson  of  the  organization,  who  dis¬ 
cusses  the  organization’s  need  for  additional 
financial  support  and  makes  an  appeal  for 
private  contributions.  Does  this  program  con¬ 
stitute  a  program-length  commercial? 

(A)  No.  Programs  sponsored  by  non-profit 
organizations  for  the  purpose  of  soliciting 


funds  through  the  presentation  and  discus¬ 
sion  of  such  organizations’  non-profit  activi¬ 
ties  do  not  come  within  the  purview  of  the 
Commission’s  policies  regarding  program - 
length  commercials.  The  Commission’s 
program-length  commercial  policies  pertain 
only  to  programs  which  promote  the  sale  of 
commercial  goods  and  services  and,  therefore, 
do  not  apply  to  programs  sponsored  by  non¬ 
profit  organizations  to  raise  funds  for  their 
non-profit  activities.  Licensees  broadcasting 
such  programs  are  nevertheless  required  to 
make  the  standard  sponsorship  Identifica¬ 
tion  announcement  and  miist  log  the  pro¬ 
gram  as  sponsored  by  the  particular  non¬ 
profit  organization  as  required  by  the  Act 
and  the  Commission’s  Rules. 

23.  (Q)  A  religious  organization  sponsors 
a  rell^ous  program  during  which  no  com¬ 
mercial  products  are  advertised,  but  which 
Includes  solicitation  of  contributions  to 
assist  In  continuing  the  religious  activities 
of  the  organization.  Is  the  program  wholly 
commercial? 

(A)  No.  In  adopting  the  report  and  order 
amending  the  logging  requirements  for  TV 
broadcast  stations  (Now  §  73.670  of  the  Com¬ 
mission’s  rules),  the  Commission  stated: 

In  connection  with  the  logging  of  commer¬ 
cial  continuity,  a  special  problem  is  raised 
by  certain  sponsored  programs  wherein  it  Is 
difficult  to  measure  the  exact  length  of  what 
would  be  considered  as  commercial  matter, 
e.g.,  some  sponsored  religious  and  political 
programs.  For  such  programs  we  will  not 
require  licensees  to  compute  the  amount  of 
commercial  matter,  but  merely  to  log  and 
announce  the  program  as  sponsored.  This 
exception  does  not,  of  course,  apply  to  any 
program  advertising  commercial  products  or 
services.  Nor  Is  the  exception  applicable  to 
any  commercial  announcements.  Television 
Program  Logging  Rules,  5  FCC  2d  185,  186 
(1966). 

This  exception  for  sponsored  religious  and 
political  programs,  with  the  same  proviso, 
was  extended  to  the  logging  requirements 
for  AM  and  FM  broadcast  stations  (now 
§§73.112(AM)  and  73.282(FM)).  Program 
Log  Rules,  11  FCC  2d  992,  993  (1968). 

24.  (Q)  A  niunber  of  radio  stations  broad¬ 
cast  a  weekly  one-hour  religious  program 
featuring  a  well-known  minister.  Each  radio 
station  is  paid  by  the  minister  for  presenting 
the  program.  Thirty-five  minutes  of  the  pro¬ 
gram  consists  of  a  sermon  delivered  by  the 
minister  and/or  a  discussion  of  the  merits 
of  the  particular  religion.  During  the  re¬ 
maining  twenty-five  minutes,  the  minister 
plays  recordings  of  gospel  songs  which  the 
minister  has  composed  or  in  which  the 
minister  has  some  other  financial  interest. 
The  records  are  commercially  marketed,  ard 
following  the  playing  of  each  of  the  record¬ 
ings,  the  minister  announces  that  the  selec¬ 
tions  played  are  available  for  purchase  in 
record  stores  or  by  direct  mall  orders.  How 
much  of  this  program  should  be  considered 
conunerclal? 

(A)  The  first  thirty-five  minute  segment 
of  the  program  presents  religious  material 
covered  by  the  exception  cited  In  Answer  23 
above,  and  therefore  need  only  be  logged 
and  announced  as  sponsored  by  the  minister. 
However,  the  second  twenty-five  minute  seg¬ 
ment  is  in  substance  an  advertisement  for 
the  commercial  sale  of  the  records.  The  ex¬ 
ception  Is  therefore  inapplicable  to  this 
segment  of  the  program,  and  all  of  the  last 
twenty-five  minutes  must  be  considered 
commercial  matter. 

25.  (Q)  A  radio  station  broadcasts  a 
weekly  thirty-minute  program  sponsored  by 
a  minister.  The  program  consists  of  excerpts 
of  recorded  sermons  delivered  by  the  min¬ 
ister  and  is  Introduced,  Interrupted  twice, 
and  closed  by  one-minute  aimouncements 
informing  listeners  that  the  sermons  broad¬ 
cast  have  been  recorded  by  a  commercial 
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recording  company  and  are  available  for  pur¬ 
chase  at  selected  record  stores.  In  addltkm. 
each  excerpt  Is  Introduced  by  a  statement 
Indicating  that  the  sennon  is  for  sale.  How 
much  of  this  program  should  be  considered 
commercial? 

(A)  Although  the  sermons  relate  to  re¬ 
ligious  matters,  the  accompanying  announce¬ 
ments  which  cross-reference  and  promote 
the  commercial  sale  of  the  recorded  sermons 
make  the  entire  program  a  program-length 
commercial.  The  logging  exception  for 
religious  and  political  programming  Is  in¬ 
applicable  to  a  program  “advertising  com¬ 
mercial  products  and  services,"  and,  there¬ 
fore,  on  the  facts  given  here,  the  entire 
thirty  minutes  must  be  logged  as  commercial 
matter. 

26.  (Q)  A  national  political  party  pur¬ 
chases  two  hours  from  a  television  network 
to  present  a  program  designed  to  solicit  funds 
for  the  party’s  activities.  The  program  fea¬ 
tures  Interviews  with  the  party’s  major  polit¬ 
ical  figures  and  various  forms  of  entertain¬ 
ment.  Every  five  minutes  a  telephone  num¬ 
ber  and  street  address  Is  superimposed  on 
the  screen  to  Indicate  to  viewers  where  a 
monetary  pledge  may  be  made.  'Throughout 
the  program,  references  are  made  to  the 
ammmts  being  pledged,  and  from  time  to 
time  a  plea  Is  made  for  private  contributions 
to  sustain  the  party’s  work.  Will  the  Com¬ 
mission  consider  this  program  a  three-hour 
program-length  commercial? 

(A)  No.  Since  the  program  Is  sponsored 
by  a  political  organization  and  does  not  In 
any  manner  Involve  the  salability  of  com¬ 
mercial  products  or  service8,.the  logging  ex¬ 
ception  for  political  broadcasts  is  therefore 
applicable,  and  stations  carrying  this  pro¬ 
gram  must  merely  announce  and  log  It  as 
sponsored  by  the  particular  party. 

27.  (Q)  A  realtor  purchases  fifteen  minutes 
of  broadcast  time  from  a  radio  station  to  pre¬ 
sent  a  program  advertising  the  realtor’s  list¬ 
ings.  Although  no  commercial  spots,  as  such, 
are  presented,  the  program  Is  clearly  a  pro¬ 
gram-length  commercial,  and  the  station  logs 
the  entire  fifteen  minutes  as  commercial, 
enters  the  realtor  on  its  log^  as  the  sponsor, 
and  makes  the  appropriate  sponsorship  an¬ 
nouncement  before  and  after  the  fifteen 
minute  program.  ’The  rest  of  the  hour,  ap¬ 
proximately  forty-five  minutes,  consists  of 
uninterrupted  programming  unrelated  to  the 
fifteen  minute  presentation.  No  other  com¬ 
mercials  are  presented  during  the  remainder 
of  the  hour.  The  station  has  represented  to 
the  Commission  that  it  will  present  no  more 
than  sixteen  minutes  of  commercial  matter 
In  any  given  hour.  May  a  station  broadcast 
a  program-length  commercial  If  the  total 
commercial  time  broadcast  during  the  hour 
does  not  exceed  the  station’s  commercial 
representations? 

(A)  ’The  broadcast  of  15-minute  program- 
length  commercials,  even  though  the  time 
consumed  by  the  program  does  not  exceed 
the  commercial  representations,  has  been 
held  by  the  Commission  to  be  Inconsistent 
with  the  public  interest.  In  Letter  to  KCOP- 
TV.  Inc.,  24  FCC  2d  149  (1970),  we  stated: 

As  we  have  made  clear,  a  pattern  of  pre¬ 
senting  program-length  commercials  or  pro¬ 
grams  with  respect  to  which  other  factors 
Indicate  that  the  licensee  is  disregarding  the 
Interest  of  the  public  in  its  programming, 
will  be  considered  as  raising  questions  as  to 
whether  the  licensee  is  operating  In  the  pub¬ 
lic  Interest. 

28.  (Q)  A  realtor  purchases  one-half  to 
present  pictorial  and  narrative  descriptions 
of  houses  which  are  stated  to  be  for  sale 
through  the  sponsoring  realtor’s  agency.  ’The 


program  Is  uninterrupted.  Is  any  portion  of 
the  program  commercial? 

(A)  Under  the  Commission’s  policies  and 
in  accordance  with  its  ruling  In  WUAB,  Inc., 
37  FCC  2d  748  (1972),  this  entire  program 
is  commercial  since  the  sole  thrust  of  the 
program  Is  the  commercial  promotion  of  the 
sponsor’s  products  and  services. 

29.  A  number  of  questions  have  been  re¬ 
ceived  regarding  the  presentation  of  “classi¬ 
fied  ads”  or  “swap  shc^"  programs  and 
whether  they  fall  under  the  Commission’s 
program-length  oommercltd  policies.  ’The  fol¬ 
lowing  three  hypothetical  examples  and  en¬ 
suing  Interpretations  will  clarify  the  Com¬ 
mission’s  program-length  commercial  poli¬ 
cies  in  this  area. 

(I)  (Q)  The  station  presents  a  one-half 
hom  program  advertising  for  sale  or  offering 
for  trade  the  property  of  individuals  other 
than  commercial  enterprises.  No  charge  is 
made  by  the  station  for  the  Individual  an¬ 
nouncements.  Do  the  Commission’s  program- 
length  commercial  policies  apply  to  this 
situation? 

(A)  Where  no  charge  Is  made  for  the 
broadcast  of  any  matter,  the  Commission’s 
commercial  policies  do  not  apply  and  none 
of  this  time  need  be  logged  as  commercial 
matter.  But  see  example  29(111)  (Q),  below. 

(II)  (Q)  A  local  commercial  enterprise 
purchases  an  hour  from  the  station  and  re¬ 
ceives  a  schedule  of  15  one-minute  advertise¬ 
ments  which  promote  the  sponsor’s  products 
or  services.  The  remainder  of  the  program 
consists  of  annoimcements  advertising  for 
sale  or  trade  the  property  of  individuals,  who 
make  no  payment  to  the  station  for  the 
broadcast  of  those  announcements  within 
that  sponsored  hour.  Is  this  program  entirely 
commercial  and  what  portion  should  be 
logged  as  commercial  matter? 

(A)  ’The  program  is  not  a  program -length 
commercial  and  only  the  15  one-minute  com¬ 
mercial  spot  announcements  for  the  over¬ 
all  sponsor  must  be  entered  on  the  station’s 
logs  as  commercial  matter.  Because  no  charge 
Is  made  to  the  Individual,  non-commerclai 
advertisers,  and  because  the  commercial  an¬ 
nouncements  for  the  program  sponsor  are 
separate  and  distinct  from  and  do  not  cross- 
reference  the  items  being  advertised  in  the 
remainder  of  the  program,  no  program- 
length  commercial  questions  are  raised. 

(ill)  (Q)  Individual,  non -commercial  ad¬ 
vertisers  are  charged  a  fee  by  the  station  to 
offer  for  sale  or  trade  their  property.  The 
station  presents  a  dally  15-minute  progam 
featuring  the  individuals’  aimouncements.  Is 
this  a  program-length  commercial  and  what 
are  the  Commission’s  policies  on  this  type  of 
program? 

(A)  ’This  program  is  a  program-length 
commercial,  but  the  Commission  believes  that 
special  circumstances  warrant  a  limited  ex¬ 
emption  from  its  program-length  commercial 
policies,  since  these  programs  may  present 
the  only  broadcast  vehicle  where  an  Indi¬ 
vidual  may  advertise  property  at  a  reasonable 
cost.  To  that  end,  the  Commission  will  not 
consider  to  be  contrary  to  the  public  interest 
the  broadcast  of  programs  consisting  of  paid 
announcements  which  advertise  for  sale  or 
trade  the  property  of  private  individuals,  as 
contrasted  with  commercial  business  enter¬ 
prises.  Such  programs  are  to  be  limited  to  no 
more  than  15  minutes  per  day  and  must  be 
computed  and  logged  as  commercial  matter. 
Thus,  for  example,  if  a  radio  station  has  rep¬ 
resented  to  the  Commission  that  it  will 
present  no  more  than  18  minutes  of  com¬ 
mercial  matter  per  hour  and  the  station  de¬ 
votes  a  16-mlnute  segment  to  broadcasting 
classified  advertisements  paid  for  by  private 
parties,  the  station  would  be  required  to  log 


that  15  minutes  as  part  of  the  18  minutes  it 
has  represented  to  be  Its  commercial  maxi¬ 
mum  per  hour.  ’The  exemption  here  granted 
contrasts  with  the  Commission’s  program - 
length  commercial  policies  articulated  in  Let¬ 
ter  to  KCOP-TV,  Inc.,  24  FCC  2d  149  (1970) 
and  example  27,  supra,  because  of  the  special 
considerations  set  forth  above  with  respect  • 
to  advertisements  for  private  Individuals  as 
contrasted  with  ccHnmerclal  enterprises.  If 
the  mere  format  ot  a  classified  advertisement 
program  were  the  determining  factor  in 
granting  an  exemption,  the  program-length 
commercial  policy  might  well  becmne  mean¬ 
ingless,  since  a  commercial  enterprise  such 
as  a  department  store  could,  by  phrasing  Its 
sales  messages  In  the  form  of  “classified  ads’’ 
for  different  products  sold  by  the  store,  gain 
an  exemption  from  our  program-length  com¬ 
mercial  policies  for  a  wholly  commercial  pro¬ 
gram. 

30.  (Q)  A  leading  professional  tennis  player 
delivers  a  commercial  extolling  the  virtues 
of  the  sponsor’s  tennis  racquet  during  cov¬ 
erage  of  a  champlonsh4>  match  during  which 
the  player  uses  the  sponsor’s  racquet.  Is  all  or 
part  of  the  coverage  conunercial? 

(A)  ’The  fact  that  the  player  In  a  televised 
match  advertises  the  product  being  used  In 
the  match  does  not  In  and  of  Itself  make  the 
entire  program  commercial.  Manufacturers 
of  sports  equipment  obviously  would  be  in¬ 
terested  in  sponsoring  sports  events  or  events 
In  which  their  products  are  used.  A  problem 
would  arise  If  the  coverage  of  the  event  v*ere 
to  be  influenced  because  of  the  sponsor’s  In¬ 
terest  In  promoting  its  product.  Thus,  if  dur¬ 
ing  coverage  of  the  match  the  licensee  re¬ 
peatedly  showed  close-ups  of  the  tennis  rac¬ 
quet  made  by  the  sponsor  so  that  the  viewer 
would  clearly  see  the  name  of  the  manu¬ 
facturer  and  If  the  player  were  Instructed  to 
make  references  to  the  racquet  in  Interviews 
before  or  after  the  match,  the  entire  program 
might  become  commercial.  SlmUarly,  If  the 
announcer  made  references  to  the  use  of  the 
racquet  in  describing  the  play,  the  program 
might  become  commercial. 

31.  (Q)  An  auto  race  track  purchases  three 
hours  of  time.  Fifty  per  cent  of  the  time  is 
devoted  to  music,  10  per  cent  to  news,  15 
per  cent  to  Interviews  with  racing  drivers  in 
which  references  are  made  to  upcoming  races 
held  only  at  the  sponsor’s  track  and  the  final 
25  per  cent  is  devoted  to  direct  promotion  of 
attendance  at  the  races.  Is  all  or  part  of  the 
three-hour  program  commercial? 

(A)  That  portion  of  time  devoted  to  music 
and  news  would  not  be  considered  commer¬ 
cial.  If  interviews  conducted  with  the  racing 
drivers  are  confined  almost  entirely  to  mat¬ 
ters  pertaining  to  the  sponsor’s  track,  and 
constant  reference  is  made  to  the  track,  the 
races,  the  admission  price,  etc.,  that  portion 
of  the  program  would  be  considered  commer¬ 
cial.  The  final  25  percent  of  the  program  is 
commercial  in  natme  since  it  is  devoted  en¬ 
tirely  to  promoting  attendance  at  the  races. 
Urging  attendance  at  a  sports  event  by  the 
sponsor  of  the  event  would  not  make  the  en¬ 
tire  sports  event  commercial.  If,  however,  as 
in  the  example  given,  a  specific  period  of 
time  is  devoted  entirely  to  promotion  of  the 
event,  that  time  would  be  considered  com- 
merical  and  the  licensee  must  log  that  time 
as  commercial. 

Action  by  the  Commission  January  23, 1974. 
Commissioners  Burch  (Chairman),  Lee,  Reid 
and  Wiley,  with  Commissioner  Hooks 
concurring. 

Federal  Communications 
Commission, 

[seal]  Vincent  J.  Mullins, 

Secretary. 

[FB  Doc.74-2591  FUed  1-30-74:8:45  am] 
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I  AGENCIES  WHICH  PUBLISHED  IN  JANUARY 

I  This  is  a  list  of  agencies  which  published  documents  in  the  Federal  Register  during  January  1974.  This  list  appears  in 

I  the  final  issue  of  each  month. 

1 — .  . .  . .  ...  -  -  — 


THE  PRESIDENT 

Executive  Orders 

Date 


11755  Prison  Labor -  3 

11756  Retirement,  Civil  Aeronau¬ 

tics  Board _  3 

11757  Retirement,  Library  of 

Congress  -  3 

11758  Rehabilitation  Act  of  1973_  17 

11759  Domestic  and  Internation¬ 

al  Business  Administra¬ 
tion  Officials _  17 

11760  European  Space  Research 

Organization,  Public  In¬ 
ternational  Organiza¬ 
tion  _  21 

11761  Federal  Education  Pro¬ 

grams  _ 21 

11762  Philippines,  Veterans 

Medical  Care _  21 

11763  World  Population  Year, 

National  Commission  for 
Observance  of _  21 

11764  Nondiscrimination  in  Fed¬ 

erally  Assisted  Pro¬ 
grams  _  23 

11765  Navy  Sale  of  Vessels _  23 

11766  Interest  Equalization  Tax.  30 

Proclamations 

4258  Cheddar  Cheese  Importa¬ 

tion  _  4 

4259  International  Clergy 

Week _  28 

4260  Wheat  Import  Restric¬ 

tions,  Suspension _  28 

4261  National  MIA  Awareness 

Day _  28 

Memoranda 

November  2,  1973 — Presidential 

Determination — Portugal _  9 

December  13, 1973 — Bahamas  For¬ 
eign  Military  Sales  Act _  28 

December  24,  1973 — Cambodia 

Foreign  Military  Assistance _  28 

EXECUTIVE  AGENCIES 

ACTION  Agency _ 4, 16.  31 

Agency  for  International  Develop¬ 
ment  _  18 

Agriculture  Department _  2, 

3,  4,  7,  8,  9,  11,  14.  15,  16,  17,  18, 
21,22,23,25,28,’29,30,31  • 

Air  Force  Department _ 3, 4, 11,  25,  31 

Alcohol,  Drug  Abuse,  and  Mental 

Health  Administraticm _ 2, 4,  21 

Alcohol,  Tobacco,  and  Firearms 

Bureau _ 17, 18,  25 

American  Revolution  Bicentennial 

Commission _ 16, 22 

Army  Department _ 8,  9, 10, 15 

Arts  and  Humanities,  National 

Foundation  on _  7, 11, 16, 17,  25,  30, 31 

Atomic  Energy  Commission _  3, 


4,  7,  8,  9,  10,  11,  14,  15,  16,  17,  18, 
21, 22, 23,  24,  25, 28,  29,  30,  31 


Date 

Blind  and  Other  Severely  Handi¬ 
capped,  Committee  for  Purchase 

of  Products  and  Services  of _  2, 

10, 17,  21,  24 

Bonneville  Power  Administration.  2, 
9,  17, 18,  24,  28 

Central  Intelligence  Agency _  28 

Civil  Aeronautics  Board _  3, 

4,  7,  10,  11,  14,  15,  16,  17,  18,  21, 
22,  23,  24,  25,  28. 29, 30,  31 

Civil  Rights  Commission _ 2,  4, 17,  24 

Civil  Service  Cwnmission _  3, 

4,  7.  8,  9,  11,  15,  16,  17.  23,  24,  29, 

30,31 

Coal  Research  Office _  3, 14 

Coast  Guard _  8, 

11,  14,  15,  16,  17,  18,  21,  23,  25,  29 

Commerce  Department _  9, 

15,  16,23,25,  29,31 
Commodity  Credit  Corp>oration _  2, 


3, 15,17, 18,23,25,30 
Comptroller  of  the  Currency.  9,  22,  30,  31 
Consumer  Product  Safety  Com¬ 
mission..  4,  7,  8,  14.  16,  17,  23,  24,  28,  30 


Cooperative  State  Research  Serv¬ 
ice  _  29 

Cost  Accounting  Standards  Board.  29 

Cost  of  Living  Council _  2, 


3.  4  8,  9,  10,  11,  15,  16,  17,  22,  23, 
25,  28,  29,  30 

Council  on  Environmental  Qual¬ 
ity.  See  Environmental  Quality 
Council. 

Customs  Service _  4, 

8,  9,  11,  14,  15,  16,  17,  18,  22,  25, 
28,  29,  31 

Defense  Department -  4, 

9,  14,  16, 17,  23,  24,  25,  28 
Delaware  River  Basin  Commis¬ 
sion _ 7, 10, 15,  22 

Disease  Control  Center - 3, 11,  30 

Domestic  and  International  Busi¬ 
ness  Administration _ _ _  2, 

4.  8,  10.  11,  14,  16,  17,  22,  24,  25, 

28, 29,31 

Domestic  Commerce  Bureau _ 17,  31 

Drug  Enforcement  Administra¬ 
tion _ 3,  28,  29 

Economic  Development  Adminis¬ 
tration  _  30 

Education  of  Disadvantaged  Chil¬ 
dren,  National  Advisory  Coun¬ 
cil  on _  7,  29 

Education  Office _  3, 

4,  10,  11,  14,  15,  16,  17,  18,  21,  22, 
24,  25, 29,  30, 31 

Employment  Standards  Adminis¬ 
tration  _ 4, 11, 18,  25 

Energy  Policy  Office -  23 

Engineer  Corps _ 2,  17,  21,  30,  31 

Environmental  Protection  Agency.  3, 
4,  9,  11,  14,  15,  16,  17,  18,  21,  22, 
23,  24,  25, 29, 30, 31 
Environmental  Quality,  Citizens 

Advisory  Committee  on -  4 

Environmental  Quality  Council —  7, 

8, 10, 18,  28 


Date 

Farmers  Home  Administration _  3, 

11,14, 15, 29,  30,31 
Federal  Aviation  Administration.  2, 

3,  4,  7,  8,  11,  14,  15,  16,  17,  21,  22, 
23,  24,  25,  28,  29. 30,  31 

Federal  Communications  Commis¬ 
sion  _  3, 

4,  7,  8,  10,  11,  14,  15,  16,  17,  18, 

23,  24,  25,  28,  29,  30,  31 

Federal  Contract  Compliance  Of¬ 
fice  _ 17,21 

Federal  Court  Appellate  System, 

Commission  on  Revision  of _  23 

Federal  Crop  Insurance  Corpora¬ 
tion  _  4 

Federal  Deposit  Insurance  Corpo¬ 
ration  _  9, 22 

Federal  Disaster  Assistance  Ad¬ 
ministration  _ 4,  16,  24 

Federal  Energy  Office _  2, 

8, 10,14,15,  16,22,23,  30 
Federal  Highway  Administration.  3, 

9, 10, 11,23,25,31 
Federal  Home  Loan  Bank  Board..  2, 

.  3,  4,  8, 10, 14, 16,  18,  21,  22 
Federal  Housing  Administration..  16, 

22,  24,  25 

Federal  Insurance  Administration.  9, 

16,  21,  23,  24 

Federal  Maritime  Commission _  3, 

8, 11. 15, 17, 18,  21,  23,  24,  25,  29,  30 
Federal  Power  Commission _  2, 

3,  4.  7,  8,  9,  10,  11,  15,  16,  17,  18, 

21,  22, 23,  24,  25,  28,  29.  30,  31 
Federal  Railroad  Administration.  4, 

8. 14,  15.  17,  22,  28 

Federal  Register _  2 

Federal  Reserve  System _  3, 

4,  7,  8,  9,  10,  11,  15,  16,  17,  18.  22, 
23,24,  28,30,31 

Federal  Trade  Commission _  7, 

10. 15, 17,21,30,31 

Fiscal  Service _  22,  30,  31 

Fish  and  Wildlife  Service _  2, 

3,  4,  7,  9,  11,  14,  16,  17,  23,  24,  25, 

29, 30, 31 

Food  and  Drug  Administration _  2, 

3,  4,  7.  8.  9.  10,  11,  15,  16,  17,  21, 

22.  23,  24,  28.  29,  30,  31 

Food  and  Nutrition  Service.  10,  28,  30, 31 

Foreign  Trade  Zones  Board _  2 

Forest  Service _  2, 

3,  4,  7,  9,  10,  11,  14,  16,  17,  18,  23, 

24,  25,  29, 30, 31 

Gambling,  Commission  on  Review 

of  National  Policy  Toward _ 11, 24 

General  Services  Administration.  2, 

3,4,11,14, 17, 18,21,23,31 

Geological  Survey _ 15, 17,  29,  31 

Hazardous  Materials  Regulations 

Board _ 4, 10, 15,  24 

Health,  Education,  and  Welfare 

Department _  2, 

3,  9, 10, 11, 15, 16, 17,  21,  28,  29 
Health  Resources  Administration.  3, 

10, 29, 30, 31 

Health  Services  Administration..  15,30 
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Hearings  and  Appeals  Office -  3, 25 

Historic  Preservation,  Advisory 

Council  on _  25 

Housing  and  Urban  Development 

Department _  7.  9, 10, 11,  21,  24,  29,  31 

Immigration  and  Naturalization 

Service _ 16, 17, 18, 28 

Indian  Affairs  Bureau —  7, 9, 14, 15, 18, 31 
Interim  Compliance  Panel  (Coal 

Mine  Health  and  Safety) -  8, 

10, 14, 16,  17,  21,  23,  24, 28,  30,  31 

Interior  Department _  2, 

3,  4,  7, 17, 18,  21,  25, 28,  30,  31 

Internal  Revenue  Service -  2, 

,  3,  4,  17, 18,  24,  25,  28 

Interstate  Commerce  Commission.  3, 
4,  7,  8,  9,  10,  11,  14,  15,  16,  17,  18, 
21,  22,  23,  24,  25,  28,  29,  30,  31 
Interstate  Land  Sales  Registra¬ 
tion  Office _ 7, 15,  30, 31 

Justice  Department _ _  2, 14 

Labor  Department _  9, 14, 23, 25,  30 

Land  Management  Bureau _  2, 

3,  4,  7,  8.  10,  11,  15,  16,  17,  18.  23, 

24.  25,  28,  30,  31 

Land  and  Natural  Resources  Divi¬ 
sion  _  17 

Low  Emission  Vehicle  Certifica¬ 
tion  Board _  22 

Management  and  Budget  Office _  22 

Maritime  Administration _  2, 

10,18, 24,31 

Mines  Bureau _  29 

Mining  Enforcement  and  Safety 

Administration _  16 

National  Aeronautics  and  Space 

Administration _ 9,  21,  30 

National  Bureau  of  Standards _  3, 

17. 18.  25,  31 


Date 

National  Credit  Union  Adminis¬ 
tration  _ 7, 18,  24 

National  Hlgjiway  Traffic  Safety 

AdminlstratlMi _  3, 

4,  7,  8,  9,  10,  15,  17,  18,  22,  23,  24, 
28,  29,  30. 31 

National  Institute  of  Education—  4, 22 

National  Institutes  of  Health _  4, 

7, 8, 25, 31 

National  Mediation  Board _  14 

National  Oceanic  and  Atmospheric 

Administration _  2, 

3,  8, 10,  14, 15, 16,  22,  23,  25 

National  Park  Service -  2, 

7,  8. 9, 14, 16, 18,  22, 25. 29,  31 

National  Science  Foundation _  4, 

11,21,22,  23,24,  28, 30 
National  Technical  Information 

Service  _  16, 23,  29,  31 

National  Transportation  Safety 

Board _ 14,  21 

Navy  Department -  7,  29 

Oceans  and  Atmosphere,  National 

Advisory  Committee  on -  10 

Occupational  Safety  and  Health 

Administration _  3, 

4.  7,  9, 11, 15, 16, 18,  25,  29.  30 

Oil  and  (jias  Office _  7, 28 

Overseas  Private  Investment  Cor¬ 
poration  _  11 

Packers  and  Stockyards  Adminis¬ 
tration  _ 11, 17,  24 

Postal  Rate  Commission _ 14, 17, 22 

Postal  Service _ 4, 16, 29, 31 

Public  Buildings  Service _  2, 31 

Public  Health  Service _ 14,  31 

Puerto  Rico,  Ad  Hoc  Advisory 

Group  on _  18 

Reclamation  Bureau _ 8, 11,  24,  31 


Date 

Renegotiation  Board _ 15, 18, 29 

Revenue  Sharing  Office _  9 

Rural  Electrification  Admhiistra- 

tlon _ _ 3, 4,  8, 10, 16. 17 

Securities  and  Exchange  Commis¬ 
sion  _  3, 

4,  7.  9,  10.  14.  16,  17,  18.  21.  24,  25. 

30,31 

Selective  Service  System _  15 

Small  Business  Administration _  2, 

3. 4, 15,17,  28,30 

Social  and  Economic  Statistics 

Administration _  2 

Social  and  Rehabilitation  Service.  3, 

9, 17, 22, 30,31 

Social  Security  Administration _  2, 

3,  4.  7,  8,  9,  11,  14,  15,  16,  17,  18, 
22.  24,  29,  30. 31 

Soil  Conservation  ^rvice _  4, 

7,  9, 10,15,22,  30 
State  Department _  7, 

11. 15. 18.  21, 22,  25,  29.  30.  31 
Supplementary  Centers  and  Serv¬ 
ices,  National  Advisory  Council 

on _  17 

Tariff  Commission _  2, 

8, 10, 16,  17,  22,  25,  31 
Telecommunications  Policy  Office.  14 
Textile  Agreements  Impl^n^ta- 
tion  Committee.  2,  4, 8, 17, 18,  24,  25,  31 

Transportation  Department _  10, 

11,29, 30 

Treasury  Department _  9, 

11. 15. 16. 18,  22,  24.  25.  29.  31 

Urban  Mass  Transportation  Ad¬ 
ministration  _  7 

Veterans  Administration _  2, 

4,11.15,17.21.24. 25.  30,31 
Wage  and  Hour  Division _ 7, 25,  30 
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CUMULATIVE  LIST  OF  PARTS  AFFECTED— JANUARY 

The  following  numerical  guide  is  a  list  of  parts  of  each  title  of  the  Code  of 
Federal  Regulations  affected  by  documents  published  to  date  during  January. 


3  CFR 

Proclamations: 

4258  . . . 

4259  _ 

4260  _ 

4261  _ 

Execittive  Orders: 

July  31. 1915  (revoked  in  part 

by  PLO  5404) _ 

325A  (superseded  by  EO 

11755) _ 

10885  (superseded  by  EO 

11765)  _ 

11185  (superseded  by  EO 

11761)  _ 

11247  (superseded  by  EO 

11764)  _ _ 

11260  (superseded  by  EO 

11761)  _ 

11318  (superseded  by  EO 

11760)  _ 

11351  (superseded  by  EO 


11760) _  2343 

11464  (amended  by  EO  11766)  _  3807 
11567  (superseded  by  EO 

11759) _  2077 

11661  (superseded  by  EO 
17761) _  2345 

11754  (See  EO  11766) _  3807 

11755  _  779 

117C6 _  781 

11757  _  783 

11758  _  2075 

11759  _  2077 

11760  _  2343 

11761  _  2345 

11762  _  2347 

11763  _  2349 

11764  _  2575 

11765  _  2577 

11766  _  3807 


Presidential  Documents  Other 
Than  Proclamations  and  Exec¬ 
utive  Orders: 

Memorandum  of  November  2, 

1973  _  1423 

Memorandum  of  December  13, 

1973  _ 3537 

Memorandum  of  December  24, 

1973  _  3539 

4  CFR 

331 _  3655 

5  CFR 

213 _  961. 

1270,  1349,  1425,  1575,  1576,  1829, 
2079,  2588,  2755,  3809,  3927 

315 _ _ _  961 

630 -  1575 

900 -  1349 

6  CFR 

150 _  808, 

809.  979,  981,  1425,  1514,  1601, 

1604,  1971.  2102,  2467,  2588,  2589, 

2670,  3249,  3555,  3655,  3809,  3810 

152 -  981-983, 

1601,  1603,  2588,  2589,  2590,  2670, 

2704, 3249,  3556,  3810 

155 -  3555 

Proposed  Rules: 

150 . . .  1518,  2730 


7  CFR  Page 

6 _  986 

26__ _ _  1350,  3943 

29 _  3548 

52 _  2096 

84___ _ 2098 

55  _  2098 

56  _  1829,  2098 

58 _ 986 

68 _  1270,  2098 

70 _ _ _ 1829,  2098 

180 _ 785 

201 _  785 

205 _  785 

240 _ 3548 

271 _  3811 

319 _  2467 

401  _ 987-994 

402  _  991 

403  _ 994 

404___ . . - _  994 

406 _  994 

408  _  994 

409  _  994 

410  _ - _  995 

413 _  995 

722  _  1426 

723  _  2591 

725 _  3273 

728 _  2100 

752_-_ _ 1829 

811 _ •_ _  3945 

812-_ _ 995 

814__ _ —  996 

818 _  1745 

857 _  2595 

905 _  3812 

907 _  786, 

996,  1270,  15a8,  2101,  2268,  3273, 
3549, 3947 

910 _  997.  1599,  1830,  2268,  2351,  3274 

912  _ 1599,  2269,  3656 

913  _  1600,  2269 

946  _  1971  I 

947  _  2270,  2596 

958  _  1601- 

959  _  2351 

1001 _ - _  1351 

1002-1 _ 1351 

1004 _  1351 

1006  _ —  1351 

1007  _  1351 

1011  _  1351 

1012  _ 1351 

10f3 _  1351 

1015 _  1351 

1030 _  998 

1032  _ 1351 

1033  _  1351 

1036 _ - _  1351 

1040 _  1351 

1044 _  1351 

1046 _  1351,  3550 

1050 _ 1351,  3656 

1060  _ 1351 

1061  _ 1351 

1062  _  1351 

1063  _  1351,  3656 

1064  _ 1 _ _  1351,  3813 

1065  _  1351 

1068  _  1351 

1069  _  1351 

1070  . 1351 

1071  _  1351 

1073- . 1351 


7  CFR — Continued  Page 

1075 _ 1351 

1076- _  1351,  2597 

1078  _  1351 

1079  _  1351 

1090—: _ 1351 

1094 -  1351 

1096 _  1351 

1097— . — _ _  1351 

1098  _  1351 

1099  _ 1351 

1101  - 1 _  1351 

1102  - 1351 

1104 - 1351 

1106 _  1351 

1108— _  1351 

1120  _ _ _  1351 

1121  -  1351 

1124  -  1351 

1125  _  1351 

1126  - - —  1351 

1127  _ _  1351 

1128  _  1351 

1129— _ _  1351 

1130  _ _  1351 

1131  . . - . .  1351 

1132  _  1351 

1133  - : _  1351 

1134  _  1351 

1136  - - -  1351 

1137  _ _  1351 

1138  _  1351 

1139  _  1351 

1207 _ _ —  786 

1421 _  5.  2271,  2597 

1700 _ _ — .  1351 

1812 _  3948 

1823— _  3662,  3814 

1832 _ : _  787,  3667 

1872  _ _ _  1830 

1873  _ 3948 

Proposed  Rules  : 

26 _  1364 

52 _  1053,  2006,  2485,  3831 

270  _  3642 

271  _  3642,  3960 

272  -  3642 

273  _  3642 

274  -  3642 

330 -  1777 

920 _ 2368 

928 _  810 

947— _ 810 

1001 _  811 

1002 _  811 

1004 _  811 

1006 _  811 

1007 _  811 

•  1011 _ _ _  811 

1012 _  811 

1013 _  811 

1015 _  811 

1030 _  811 

1032  _  811 

1033  _ 811 

1036 _  811 

1040 _  811 

1044 _  811 

1046 _  811 

1049  _  811,  1276,  3959 

1050  _  811 

1060 _  811 

1061 _  811 

1062 _ _ -  811 

1063- _ 811 


Page 

959 

3531 

3533 

3535 

1592 

779 

2577 

2345 

2575 

2345 

2343 
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7  CFR — Continued  Page 

Proposed  Rules — Continued 


1064. 

1065. 
1068. 

1069. 

1070. 

1071. 
1073. 

1075. 

1076. 

1078. 

1079. 
1090. 
1094. 

1096. 

1097. 

1098. 

1099. 
1101. 
1102. 
1104. 
1106. 
1108. 
1120. 
1121. 

1124. 

1125. 

1126. 

1127. 

1128. 

1129. 

1130. 

1131. 

1132. 

1133. 

1134. 

1135. 

1136. 

1137. 

1138. 

1139. 
1421. 
1430. 
1434. 
1701. 
1875. 


_  811,  1606 

_  811 

_  811 

.  811 

_  811 

_  811 

_  811 

_  811 

_  13,  811 

_  811 

_  811 

_  811 

_  811 

_  811 

_  811 

_  811 

_  811 

_  811 

_  811 

_  811 

_  811 

_  811 

_  811 

_  811 

_  811 

_  811 

_  811 

_  811 

_  811 

_  811 

_  811 

_  811 

_  811 

_  811 

_  811 

_  811 

_  811 

_  811 

_  811 

_  811 

_  814 

_  2104 

_  2104 

814, 1053,  2008 
_  3960 


8  CFR 


100 _ 2265,  3550 

103 _  1972 

223a _  2079 

238 _  3550 


10  CFR  -Page 

0 _ 787 

2__. _ 2384 

20 _  1000 

50 _  1001 

rro  OQ*;9 

200lI”IIIIIIIIIIIIIIir746,'l773,  1924 

201  _  761,  1924 

202  _  761,  1924 

205 _  1925 

210  _  1930 

211  _  1932,  2598,  3908,  3909 

919  1Q4Q 

Rullngs"””I"”~”"_''””’3FlO,  3911 
Proposed  Rules: 

Ch.  n _  1363 

31  _  2384 

32  _  2384 

35 _  2384 

200 _  700 


12  CFR 

4 _ 

7 _ 

207  _ 

208  _ 

220 _ 

221 _ 

226 _ 

526 _ 

545 _ 

561 _ 

563— _ 

581  _ 

582  _ 

701 _ 

709 _ 

Proposed  Rules: 


11_ 

18_ 

208, 

337. 

545. 

572. 


_  3815 

_  3927 

_  1006,  1974 

_  788, 1974 

1006,  1974 

_  1006,  1974 

_  2755 

_  789 

789,  1513,  1974 
_  6 

790,  1745,  2469 

_  791 

_ 791,  1006 

_  1271 

_  1271,  2265 


— _  2484 
— _  2484 
— _  2484 
2773 
2494 
829, 2495 
—  1782 


13  CFR 

121 _  6 

309 _  3817 

Proposed  Rules: 

^06 _  3573 

121 _ 831 


14  CFR — Continued  Page 

Proposed  Rules — Continued 

73 _ .: _  821,  2015,  3687,  3967 

75 _  1059,  1640,  3687,  3967 

93 _  1781 

103 _  3022 

120 _  3293 

129 _  3293,  3833 

207  _  1865 

208  _  1865 

212 _  1865 

214 _  1865 

941  ft99 

250 _ II IIII .III r823,”l640.  2107 

288 -  2491,  3572 

15  CFR 

30 _  7 

315 _ .1 _  2080 

373 -  3671 

374 — -  1748 

375 -  1748 

377 - -  1008,  1977,  3671 

386 -  1749 

615 -  2081 

908 -  1832 

16  CFR 

13 _  1259, 

1260,  1511,  1833,  2081,  2083,  2084, 

15 _  1260,  3820 

250  _  1833 

303 _  1833 

1500 _  1979 

Proposed  Rules: 

1105 _  1151 

1505 _  2611 

17  CFR 

211 _  1260,  2085 

230  _ 2353 

231  _  1511,  2085 

240  _  1261,  3820 

241  _  1261,  1511,  2085,  3932 

251  _ :. _  1511 

275 _ 794 

Proposed  Rules: 

230  _  1283 

231  _  _  829 

240  _ I  2774,"  sBl,  3974 

241  _ • _  829 


18  CFR 


242_. 

244_. 

316a 

319-. 

499- 


3551 

3551 

3551 

3551 

3551 


9  CFM 


73 _ 

78 _ 

92 _ 

94 _ 

97 _ 

113 _ 

310 _ 

317  _ 

318  _ 

Proposed  Rules: 

94 _ 

112 _ 

201 . . 

308 _ 

317 . 

381 _ 


787,  1270,  1576,  3668 

_  998,  3669 

_  999 

_  2265,  2598 

_  999,  2265 

_  999 

_  1973 

_  1973 

_  1973,  2080 


_  1777 

_  3275 

_  2104 

_  3959 

_  1606,  2609,  3275 

1606,  2609,  3275,  3959 


14  CFR 


25 _  1831 

33 _  1831 

39,. _  1352, 

1576,  1577,  2469,  2579,  3669,  3818, 

3819,3928 

47 _  1352 

71 _  300, 

792,  1007,  1272,  1353,  1577,  1578, 

1831,  1832,  1975,  208C,  2353,  2755, 

3552, 3669-3670,  3929 

73 _  300,  2353 

75 _  300,  2353,  3671,  3930 

91 _  1352 

95 _  1273,  2755 

97 _  793,  1274,  1579,  1976,  2756 

372a _  1746,  3820 

Proposed  Rules: 

39 _  1362,  1638-1640 

63 _  1780 

71 _ _  821, 

1059,  1362,  1363,  1640,  1780,  1861, 

1862,  2014,  2106,  2107,  2773,  3293, 

3686,  3687,  3832,  3966 


3  _ 

4  _ 

5  _ 

9 _ 

16 _ 

101 _ 

104 _ 

154 _ 

201 _ 

204 _ 

19  CFR 

1 _ 

4 _ 

25 _ 

134 _ _ 

148 _ 

151 _ 

153 _ 

174 _ 

Proposed  Rules: 

4 _ 

24 _ 

111 _ 

112 _ 


_  3820 

_  2266 

_  2266 

_  2267 

_  2267 

_  2469 

_  2469 

1262, 1354,  2358 
1262,  2358,  2469 
_  2470 


1355, 1834, 3671 

_  1979, 2471 

_  3932 

_  2470 

_  1834 

_  2470 

_ 1979,  2086 

_  2470 


3682 

3292 

3292 

3292 
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20  CFR  •  Page 

404  _  1579 

405  _  1750,  2238,  2756,  3933 

416 . .  1827,  3674 

Proposed  Rules; 

401 _  3682 

405 _  1447, 1450,  1453,  2011,  3962 

416 _  13, 


816,  819,  1053,  1055,  1057,  1276, 
1359,  1452,  1624,  1779,  1860,  2012, 
■  2274, 2481,  3684,  3831 

21  CFR 


1_  3821 

2  2479 

8 _ _ _ _ —  2358 

15 _  1355 

19 _  2358 

27-  794 

50 _  3541 

90 _ 3748,  3750 

121 _ 795, 1355, 1511,  3821,  3934,  3935 

128b _  3750 

130 _  1580,  2471 

135 _  7,  2086 

135a _  795 

135b _  795,  1511 

135c _ 1427,  2087,  2580 

135e _  962,  1427,  2086,  2479,  3935 

135g _  2580 

141 _  2087,  3935 

144  _  3935 

145  _  2088 

151j _  2088 

167 _  2089 

630 _  1581,  2580 

1301 _  3674 

1308 _  3675 

Proposed  Rules: 

27 _  2368,  2377 

46 _  1860 

51 _ 3560 

90 _  3754 

102 _  3567 

128b _  3754 

130 _  1359,  1446,  2488 

600 _  2008 

610 _ _ _  2008 

640 _  2008 

1000 _  1276 

1020 _  2010 

1040 _  1860 

22  CFR 

•  41 _  2480 

23  CFR 

1 _ 1512 

658 _  3937 

740 _ 1427 

24  CFR 

203 _  3249 

205 _ 2757,  3249 

207 _ 3249 

213 _  3249 

220  _ 3249 

221  _  3250 

232 _ 3250 

234  _  3250 

235  _  3250 

236  _  3250 

241  _  3250 

242  _  2747,  3250 

244 . . .  2757,  3250 

275 _ _ _ _ 1512,  1979 

425 _  3675 

1909 _  1980 


24  CFR — Continued  Page 

1911 - 1980 

1913  -  1981 

1914  - 1429, 

1430, 1981-1983,  2359,  2360,  2599 

1915  -  1431, 1984,  2600,  2758 

1931 _  2361 

1933 _  2361 

Proposed  Rules: 

600 _  3964 

1272 _  2534 

1274 _  2550 

25  CFR 

60 _  1835 

Proposed  Rttles; 

33 _ 1776 

162 - 2272,  3958 

221 _  1276 

26  CFR 

1 - 962,  2758,  3548 

3 -  11 

20 _ 796,  2090 

25 -  796 

180- - 3251 

301 -  962,  2758 

Proposed  Rules: 

1 -  2278 

27  CFR 

47  - 3251 

71 -  2090 

28  CFR 

0 -  1751 

48  _  7 

29  CFR 

511 _  1266 

520 _  3256,  3822 

570 _ 3256,  3822 

1208 _ 1751 

1910 _  1437,  3756,  3822 

1952 _  1008,  1010,  1012,  1644 

1954 _ 1837 

1 _  1446 

5 _  1446 

1910 _  1277,  2272 

1926 _  2015 

30  CFR 

74 _ 3676 

Proposed  Rules: 

77 _  2004 

31  CFR 

360 _  2480 

32  CFR 

1455 _ 3677 

1499 _  3677 

Proposed  Rules: 

1472  . . . - . —  2277 

1473  _ 2277 

1474  _ 2277 

1475  _ 2277 

1477 _  2278 

1480 _  2278 

1660 . .  1868 

32A  CFR 

Ch.X: 

OI  Reg.  1 _ 1266 

Ch.Xin; 

EPO  Reg.  1 _  1775,  2605 

EPO  Reg.  3 _  1775,  2605 


32A  CFR — Contnued  Page 

EPO  Reg.  7 _ _ _  1775,  2605 

33  CFR 

3 . . . . . -  2580 

115 _ - _  2361 

117 _  1582,  2094,  2581 

177 . .  2581 

207 _ 2362 

Proposed  Rules: 

110 _ _  1638,  1780 

117 _ 2609,  3291 

144 _ _  1360,  2106,  3686 

213 . 3957 

34  CFR 

232 _  2605 

252  _  1582 

253  _ 797 

254- _ 1014 

36  CFR 

800— . 3365 

Proposed  Rules; 

7__ . . 13, 1777 

251  . 2773 

252  _ 2773 

293 . 2773 

38  CFR 

1  _  1024,  3938 

2  _  1839 

3  _ 2362 

14 _  2094 

17 _  1024,  1840 

21 _  1591,  2362 

36 . 3257 

Proposed  Rules: 

1 _ 15 

3 _  2775 

17 _ 3292 

21 _  1644 

39  CFR 

243 _  1989 

447 _  1990,  3677 

742  _ 1989 

743  _  1989 

3002- . . . - _  2481 

Proposed  Rules: 

152 _  3968 

310 _  3968 

320 _  3968 

40  CFR 

8 _  3258 

35  _  1847,  3677 

52-  1025, 1437,  1439, 1848,  2483,  3822,  3823 

80 _  2267 

85 _  2363 

104 _  1027 

162 _ _ -  3939 

180 _  799,  1996,  2584,  2758,  3679 

426 _ 2564 

1400 _  2483 

Proposed  Rules: 

52 _  1062, 

1063, 1454, 1455, 1641,  2107, 2108 

85 _  2108,  3276 

405 _  1454 

408 _  1454 

414 . 3688 

419 _ 2494 

426 . 2567 

429 _ _ 938,  2389 
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40  CFR — Continued 


Page 


45  CFR 


Page 


Proposed  Rules — Continued 

430  . .  1908 

431  _ _ _  1818 


41  CFR 

1-3 _ 

1-7 . 

3-16 _ 

3-50 _ 

5A-1 _ 

5A-12 _ 

5A-16 _ 

9-3 _ 

114-26 _ 

60-1 _ 

60-3 _ 

101-35 _ 

101-42 _ 

Proposed  Rules: 
25-9 _ 

42  CFR 

1 _ 1 

21 _ 

50__ . . 

Proposed  Rxtles; 

53 _ 

101 _ 


1751 

1756 

2094 

3679 

800 

1029 

1029 

2365 

1036 

2365 
2094 
2096 

2366 


2497 


1763 

3939 

1441 


_  1446 

2383,  2384 


177 _ 

205  . . 

206  _ 

220 _ 

221_ . . 

222 _ 

226 _ 

234 _ 

248__ . . 

249 _ 

250--- _ 

401- . . 

403  _ 

404  _ 

405  _ 

406  _ 

407  _ 

408  _ 

640 _ 

1205  _ 

1206  _ 

1501 _ 

Proposed  Rules: 

103 _ 

121a _ 

183 _ 

249  _ 

250  _ 


_  1849 

2254,  3824 

_  1443 

_  1443 

_  1443 

_  1443 

_  1443 

_  2220 

_  2221 

2221,  2254 
2334,  2256 

_  898 

_  914 

-  918 

_  926 

_  929 

_  932 

-  933 

_  3544 

_  1037 

_  1996 

_  1593 


-  815 

-  1614 

-  3892 
_  3961 
_  1500 


43  CFR 

4 _  2366 

Public  Land  Orders: 

255  (See  PLO  5403) _  1592 

684  (See  PLO  5403) _  1592 

1203  (See  PLO  5403) . —  1592 

1205  (See  PLO  5403) _  1592 

1345  (See  PLO  5403) _  1592 

1444  (See  PLO  5403) _  1592 

1503  (See  PLO  5403) _  1592 

1523  (See  PLO  5403) _  1592 

2418  (See  PLO  5403) _  1592 

2768  (See  PLO  5403) _  1592 

3922  (See  PLO  5403) _  1592 

5150  (Revoked  in  part  and 
amended  by  PLO  5403) _  1592 

5150  (Revoked  in  part  by  PLO 

5405) _  2585 

5151  (Revoked  in  part  by  PLO 

5403) _  1592 

5151  (Revoked  in  part  by  PLO 

5405) _  2585 

5156  (See  PLO  5405) _  2585 

5180  (See  PLO  5403) _  1592 

5182  (See  PLO  5403) _  1592 

5183  (See  PLO  5403) _  1592 

5184  (Amended  by  PLO  5403)  _  1592 

5184  (See  PLO  5405) _  2585 

^  5186  (Amended  by  PLO  5403)  _  1592 

5187  (See  PLO  5403) _  1592 

5188  (See  PLO  5405) _  2585 

5190  (See  PLO  5403) _  1592 

5190  (Revoked  in  part  by  PLO 

5354)  (correct^  by  PLO 
5407) _  3940 

5403  _  1592 

5404  _ = _  1592 

5405  _  2585 

5406  _ n _  3270 

5407  _  3940 


46  CFR 

25 _  3270 

154 _ 1596 

184 _  3270 

309  _  3952 

310  -  2759 

390 _  12 

Proposed  Rules: 

56 _  1861 

61 _  1861 

146 - 2014,  3022 

160 -  1361,  2014 

542 -  2111 

528 -  2275 

47  CFR 

1  _  1763,  2765 
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